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For you - a 
NEW, COMPACT 


DISPLAY BOOK 


containing a GROSS ASSORTMENT of 
KON-ITE LEATHER WATCH STRAPS, in 
a full range of styles, colors, sizes and prices. 
It’s a handsome, time-saving sales aid. It’s 







compact, measuring only 7”x13”"x4”. Bound 
like a fine book in rich blue washable cloth. 






oe 
yan a 













Look how it opens for 


INVITING DISPLAY 


Its six double leaves hold 24 straps each, and 
may be opened individually or all together 
for impressive display and easy selection. 
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Straps are held by elastic cords to keep 
them from being scattered about, yet they are 
instantly removable. Straps of related design 
| : : ) a and price are grouped for ready comparison, 

perce mat CS ae | easy identification, quick sales. 
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~~ : m4 nent place on your show case. It takes little 
ge = oe space but will attract everyone who sees it. 


me es | Get a KON-ITE GROSS BOOK 
, how from your jobber ! 
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Kon-ite Building, Cincinnati 2, Ohio 
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SPEAKING OF 


R. J. O. LONG, watchmaker 

for Fields Jewelers, Charlotte, 
N. C., is a trifle worried about his 
family being in a rut. It seems a 
grandson arrived in the Long fam- 
ily recently, and upon checking his 
hereditary background it was dis- 
covered that the -poor little tyke 


HMM!NO TEETH 


a. 






faces almost a certain career in the 
jewelry business. 

The baby’s mother does watch re- 
pairing, his father is a watchmaker, 
both grandfathers are  watch- 
makers and one uncle, two great 
uncles, a cousin and two aunts are 
all engaged in jewelry repair work. 
In addition, another uncle is a jew- 
elry salesman and a third is a 
jeweler, 

The baby will, no doubt, cut his 


teeth on a mainspring. 


© © 


AYBE we’ve found the world’s 
smallest watchmaking estab- 
lishment and maybe we haven’t. But 
youll have to admit it’s small. 
Benny Cherlin, in Sydney, Aus- 
tralia, has a shop six feet high, three 
feet wide and four feet long. Not 
only that, it’s on wheels! 
Fortunately, Benny himself is no 
hulking character or he’d probably 
be crushed to death if he ever de- 
veloped a boil. He is 5 feet four, 
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weighs 143 pounds, and can’t work 
on anything larger than an alarm 
clock. Each morning he wheels his 
shop into position in a lane running 
into Castlereagh: St., Sydney, and 
each evening he wheels it away 
again, parking it behind a neighbor- 
ing building. 

Fridays, when trucks use the lane 
where Benny’s shop is parked, the 
poor fellow nearly goes crazy. He 
has to hop out, unplug his lights, 
and trundle his shop out of the way. 
Then, when the truck has passed 
he reverses the procedure and sits 
there, quivering, waiting for the 
truck to come back. 
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ITY slickers will sneer at this, 

and make with the funny 
cracks. But honestly, this is a 
straight promotion story: 

Charles G. Ray, Ames, Iowa, 
jeweler, recently cooperated with 
other merchants in conducting high- 
ly successful “corn” contest which 
received much publicity and several 
double-page newspaper layouts. 

Stated simply, the contest was to 
determine who, in the prosperous 
corn and hog raising area, had pro- 
duced the best corn. The product 
was judged upon the basis of 
length, weight and uniformity per 
ear, and prizes were awarded for the 
five best ears. 

In addition to three main prizes 
offered by agricultural organiza- 
tions, Ray jewelers offered $10 in 
merchandise as eighth in a group of 
merchant-sponsored prizes. 
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ERHAPS crime doesn’t pay, but 

it certainly makes interesting 
reading. As witness the following 
peculiar situations which developed 
when members of the underworld 
attempted to get gay with jewelers: 

In Chicago, three holdup men 
were cleaning out the Marshall 
Square Jewelry store when they 
noticed a small boy outside, nose 
pressed flat against the window, 
watching. The thieves fled one way, 
the small boy the other. : 

In Baltimore, Md., a jewelry 


~ store robbery suspect seemed, to the 


police, to have an odd speech diffi- 
culty. Shaken, he spat out two dia- 
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GRAN DFATHER’S 
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mond rings which had been in his 
mouth for over two hours. 

In the Bronx, N. Y., Anne 
Turentsky became annoyed when 
the same holdup man approached 
her store for the second time in a 
week. Uncooperative (from the 
robber’s point of view), she created 
an unholy row by banging on walls 
and screaming, and caused the thug 
to flee and duck into a movie theatre 
showing the film “Dangerous Wo- 
man.” 

Stephen Zemick, Detroit, Mich., 
jeweler, employed super-salesman- 
ship when confronted by two armed 
robbers. Pleading hard times and 
high doctor bills (exhibiting a 13- 
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“BE ESPECIALLY CAREFUL ABOUT THAT PARKER ‘51’ 
DEPARTMENT...IT‘'S A REGULAR GOLD MINE” 





Concentrate On Your 


3 BIGGEST SELLERS 
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year-old appendectomy scar as evi- 
dence), and wailing that his $8,000 
stock was not insured, he was let 
alone by the holdup men who sub- 
sequently admitted that they only 
robbed insured enterprises. 

A Chicago jeweler, who shall be 
nameless, learned that “‘silence is 
golden” —the hard way. When two 
armed robbers entered his shop and 
told him to be quiet he said “Don't 
be silly’ and received a knuckle 
massage which broke his glasses. 
Unchagrined, he suggested that the 
robbers leave a number of watches 
behind since they were only in for 
repair. They hung another one on 
him. Departing, the thieves scooped 
up the watches in question and the 
jeweler, profiting by experience, 
kept mum. 

In New York City a bulging-eyed 
man who may have been a robber or, 
possibly, just henpecked, alerted 
personnel in a jewelry store by 
staring around in an_ unsettling 
fashion. He forbade a_ suspicious 
girl clerk to pick up the phone, mut- 
tering “Don’t try to coerce me. My 
wife is always telling me what to 
do.” The alarm was turned in by 
another girl clerk, upstairs, and 
upon hearing police-car sirens in the 
distance, the bug-eyed man left. 
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Mest radio jingles are nothing 
more or less than a pain in the 
neck, but the one used by Peoples 
Credit Jewelers, Toronto, Canada, 
has become so popular that the firm 
has issued it in song-sheet form. 
The sheets are regular sheet mu- 
sic stock, heavy and glazed, with a 
front cover featuring a picture of 
the Art Hallman quartette which 
sings the thing on the air. A piano 
arrangement of the jingle, complete 
with words, is on the inside two 
pages, and the back cover features 
an institutional ad for the store. 


o © 
LTHOUGH «medical science 
scoffs, there are still many 


people who believe that pre-natal 


_ Shocks to the mother can, in some 


‘way, affect offspring. Another scrap 
of evidence for the theory comes with 
a dispatch from Tokyo which re- 
counts details of a baby born with 
a single head and two faces. The 
inference is obvious, of course: the 
mother had been frightened by a 
jeweler’s clock. : 
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HERE doesn’t seem to be much 
point in wondering what time it 
is aboard an ocean liner, but for 
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"It loses fifteen minutes a day—' 
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people who lack watches the_ new 
juxury liner Queen Elizabeth makes 
the time of day inescapable. 

Each stateroom is fitted with an 
attractive electric clock, and the ~ 
main First Class restaurant boasts 
two large clock faces carved in lime- 
tree wood. In addition, there are 
other timepieces scattered at strate- 
gic points throughout the ship. 
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ERT LOWAN, a watchmaker 

with Tod & Manning, Van- 
couver jewelers, has discovered a 
hobby which really pays off. He 
raises chinchillas. 

The little beasts are literally 
worth their weight in gold since a 
full-grown specimen, weighing 22 
ounces, brings about $750. In view 
of the fact that you can leave two 
22 ounce gold nuggets together for- 
ever without any increase, while 
chinchillas are stimulated to engage 
in normal animal reproductive hab- 
its, Lowan certainly seems to have 
something there. 


o © 


VA EGGLESTON, head of the 

perfumes and cosmetics depart- 
ment of the John J. Naughter jew- 
elry store, Albany, N. Y., has taken 
to the air to advertise her products. 
The program, called “Eva Eggle- 
ston’s Perfume Bar,’ features 15 
minutes of recorded music _ inter- 
spersed with brief talks on perfumes 
and cosmetics from “The Woman 
Who Knows.” 

Beamed at women, naturally, the 
program goes on the air at 2:15 
p.m., and has produced a satisfac- 
tory response for the Naughter 
store. 


© © 


EMBERS of the Lions Club 
and the Chamber of Commerce © 
in Marshall, Mo., are donating blood 
for typing and cross-matching as a 
result of delays in getting right types 
of blood for patients. The project 
was started when Victor Esser, 
jeweler, was delayed more than three 
days in getting the right type of 
blood for a transfusion for his wife. 
The goal now is a list of 100 
donors who will make no charge for 
their blood and the establishment of 
a blood bank which will make it pos- 
sible for physicians to obtain any 
type on short notice. 
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The harp and dancing Irish couple, appropriately colored in 
green and gold, set the theme for the St. Patrick's display. 


A Window For the Coming Month 


Theme: 


by VIRGINIA DIXON 
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HE Top of the Morning to You!” and will 
ee your windows be “wearin’ o the green” on 
March 17? St. Patrick’s Day may not be an “‘official”’ 
holiday, but it is widely and very enthusiastically cele- 
brated and is a sound excuse for a colorful window dis- 
play which should be installed a week or so before the 
big day. | 

The window illustrated is only one possible type of 
display for the occasion. Precious emeralds and jade 
may be featured for real glamour. Any type of costume 
jewelry with green stones makes a good selling display. 
China, glassware and other accessories for the St. 
Patrick’s Day party make an excellent window. Sug- 
gest prizes from your gift department for card parties 
and games. eae 

The background illustrated might be used for any 
of the merchandise suggested above and there are, of 
course, many other ways of carrying out the Irish touch. 
The harp in the background is cut from heavy card- 
board or composition board, painted with gold paint and 
strung with narrow green ribbon. Sometimes it is pos- 










































MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Materials Source 


Art Supply Store 


| pe. Gold Show Card Board 
Lumber Dealer 


or Compo Board—for Harp 

Gold water color paint (if compo 
board is used for harp) 

10 yds. '/." green ribbon for stringing 
harp and tying packages 

2 sheets Sylkglass Art Cloth, medium 
weight—Pine Green 30" x 48" 


Art Supply Store 


Department Store 

Radiant Glass Fibers 
Co., 208 East 27th 
St., New York, or your 
display supply dealer 

| sheet Bristol Board and | jar green 
water color for figures 

Gift wrap paper for packages 


Art Supply Store 
Stationery Store 
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sible to get show card board with a gold finish in which 
painting would not be necessary. One edge of the harp 
may be used for displaying earrings. The shamrocks 
are cut from spun glass sheets. This material does not 
come in as intense a shade of green as the actual sham- 
rock, but the texture is extremely nice and for jewelry 
display is very effective and has more quality than the 
green paper generally used. Some of the shamrocks 
can also be pasted directly on the window glass. Since 
the glass cloth is translucent, this gives a very pretty 
effect. 

The little figures may be painted and cut out of 
bristol board or mounted on a large card with the win- 
dow copy. If you prefer, and it is possible to find 
suitable figures, little dolls in Irish costume might be 
used instead of the cut-out figures. The window back- 
ground should be white fabric or paper. Gift packages 
wrapped in green and white striped paper are used as 
display blocks. 

Shamrocks may be made of cardboard or compo 

(Please turn to page 260) 


Best opportunity for an individualized window 
display next month is offered by St. Patrick’s 
Day. on March 17. Here is a chance to play up 


. green stone jewelry and gifts for the oceasion. 





Harp, shamrock, and dancing figures used in 
display can be made from photostat enlarge- 
ments of those shown here, mounted on heavy 
board and colored appropriately for window. 
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for your co-operation in the past. We believe the 
future holds even greater opportunities for you, 
for the jewelers, and for us. 


OOKING BACK on 100 years in the silverware 
business, one thing is clear to us: 

A good share of credit for the outstanding success 
of 1847 Rogers Bros. belongs to our wholesalers 
for their service to the retail jeweler. Many of 
these wholesalers have been working with us f-r 
20, 30, 50 or more years. 

We want to thank everyone of you, listed here, 


It is good to know we can count on the same 
happy relationship with you in the years ahead, 
in which all will grow and profit together with 
1847 Rogers Bros. —America’s First and Finest 
Silverplate. 


1847 ROGERS BROS. WHOLESALERS 


CALIFORNIA 
LOS ANGELES 
A. I. Hall & Son 
E. W. Reynolds Co., Inc. 


SAN FRANCISCO 
A. I. Hall & Son 
Morgan & Allen Co., Inc. 
E. W’. Reynolds itis Ine. 


COLORADO 

DENVER 
A. C. Becken Co., Inc. 
J. P. Byrne & Sons 
Morris Krulak & Co. 


WASHINGTON, D. C. 
WASHINGTON 
Blustein Co., Inc. 


DELAWARE 
WILMINGTON 


B. Kleitz & Bro. Co., Inc. 


FLORIDA 
TAMPA 
Lynagh-Ewbank 


GEORGIA 
ATLANTA 
Ewing Brothers 


ILLINOIS 
CHICAGO 
Benj. Allen & Co. 
The Ball Co. 
A. C. Becken Co., Inc. 
Boas, Ltd. 
Emil Braude & Sons, Inc. 
Bob Scheffres & Co., Inc. 


Stein & Elibogen Co., Inc, 


INDIANA 
INDIANAPOLIS 
Baldwin-Miller Co. 


IOWA 
DES MOINES 
M. A. Lumbard Co., Inc. 


LOUISIANA 
NEW ORLEANS 
Gerwe-Brown Co. 


Leonard Krower & Sons, Inc. 


MARYLAND 
BALTIMORE 
J. Engel & Co., Inc. 


Max Kohner 


MASSACHUSETTS 
BOSTON 
I. Alberts’ Sons, Inc. 
Thomas Long Co. 
D. C. Percival & Co. 
C. W. Sweetland & Son, Inc. 


MICHIGAN 
DETROIT 
A. C. Becken Co. 
The Gorenflo Co. 
The E. H. Pudrith Co. 


MINNESOTA 
MINNEAPOLIS 
S. H. Clausin & Co. 


MISSOURI 
KANSAS CITY 
Edwards & Co. 
Franklin Brothers 
ST. LOUIS 
Eisenstadt Mfg. Co., Inc. 


Maschmever-Richards 


Silver Co. 


NEBRASKA 
LINCOLN 

J. L. Teeters & Co. 
OMAHA 

J. P. Byrne & Sons 


NEW YORK 
ALBANY 
M. Levitz 
BUFFALO | 
Lipsett & Hill, Inc. 
Peterson, Max & Co. 
ROCHESTER 
Lester Jewelry Co. 
SYRACUSE 
George Phillips Co. 
NEW YORK CITY 
* Admirations Products Co. 
A. Cohen & Sons. Corp. 
J. W. Johnson, Inc. 


Lieberman Brothers 


L. Luria & Son 


H. M. Manheim & Co., Inc. 


Richard Polumbaum 

Alex. Sabin & Sons 

J. J. Schmukler & Son 

Nat Zuckerman & Co., Ine. 


NORTH CAROLINA 
CHARLOTTE 
The Ball Company 


OHIO 
CINCINNATI 
Gerwe-Brown Co. 


The Wallenstein Mayer Co. 


CLEVELAND 
Hl. W. Burdick Co. 
A. H. Ficken Co. 


TOLEDO 


Heyne & Groves, Ine. 


OREGON 
PORTLAND 

Butterfield Brothers 

Raymond Hall Co. 


1847 ROGERS BROS. 


The International Silver Co., Meriden, Conn. 


PENNSYLVANIA 
HARRISBURG 

Claude R. Robins Co. 
LANCASTER 

Non-Retailing Co. 
PHILADELPIIA 

Aisenstein & Gordon, Ine. 

H. O. Hurlburt & Sons 

M. Sickles & Sons, Inc. 
PITTSBURGII 

Biggard & Co. 

Grafner Brothers 

Samuel Weinhaus Co. 
SCRANTON 

George Phillips & Co. 


RHODE ISLAND 
PROVIDENCE 
Albert Walker Co. 


TENNESSEE 
NASHVILLE 
A. C. Becken Co. 


TEXAS 
DALLAS 
Moore-De Grazier Co. 
Shuttles Brothers & Lewis 
HOUSTON 
Taylor & Co. 
SAN ANTONIO 
B. M. Hammond & Co. 


WASHINGTON 
SEATTLE 

Mayer Brothers, Inc. 
SPOKANE 

S. H. Clausin & Co., Ine. 


WISCONSIN 
MILWAUKEE 
A. C. Possin Co., Inc. 


——————— 
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JIC Previews 1947 Program 


Dr. Arthur O. Dahlberg, left, answers questions from the floor 
at first annual membership meeting of Jewelry Industry Council: 





Official wedding anniversary gift list prepared; work begun 


on preparation and distribution of “idea kits” for retailers. 


ANGIBLE evidence of the things that have already 

been done and are being accomplished by the 
Jewelry Industry Council in the three short months that 
have elapsed since its formal organization in October, 
was presented to the members of the Council at a lunch- 
eon-meeting of the general membership in the Wedge- 
wood Room of the Waldorf Astoria Hotel on Sunday, 
January 19. 

Presiding over the session was Cecil D. Kaufman, 
chairman of the Council, who introduced A. E. Haase, 
JIC’s executive director, who presented the activities 
of the organization illustrafing his talk with factual 
exhibits. 

Among the achievements already recorded are the 
development of a new “official” list of gifts for the vari- 
ous wedding anniversaries in which jewelry store mer- 
chandise is given more prominent and favorable position 
than in the old list. The new list has been worked out 
in consultation with numerous jewelry retailers so that 
it represents a cross section of retailer views as to the 
gifts it is most desirable to promote. 

This new list will be widely publicized in order to 
have it universally recognized and accepted, and copies 
will be furnished to members of the Jewelry Industry 
Council for their own promotional work and other uses. 
It is believed through this means jewelers will be able 
to obtain a much better share of the wedding anniver- 
sary gift business than has been the case in the past. 

Another part of the program which has already began 
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W. Waters Schwab, center, received illuminated 
resolution praising his work as chairman of the 
Jewelry Industry Publicity Board. At left, G. 
H. Niemeyer; right, Cecil Kaufman, JIC chairman. 


to appear is the preparation and distribution to the 
Council’s retailer members of “idea kits” to aid the re- 
tailer in drawing to his store the potential business for 
the various recognized gift occasions throughout the 
vear such as Valentine’s Day, Mother’s Day, Father's 


Day. etc. 
(Please turn to page 314) 








Direct Mail Effor 


JEWELER who puts a lot of faith in one mediyy 

of sales promotion is Oliver J. Mennemeye 
proprietor of Mennemeyer’s, St. Louis, Mo., who for 
the past fourteen years has sent out 10,000 pieces of 
direct mail every month of the year. 

“We went into direct mail on this scale primarily 
to combat the ‘upstairs location’ stigma which normal] 
attaches to the jewelry store away from the sidewalk’, 
level,’ Mr. Mennemeyer said. “All of our direct maj) 
promotion, as well as the newspaper space we use, ig 
predicated on the theme of letting the customer knoy 
that our upstairs location has nothing to do with price, 
or the quality of merchandise. We carry diamonds wp 
to $5,000, some of the city’s finest watch and costum 
jewelry lines, and utilize our continuous mail conta¢t 
to hammer the fact home.” 

Mr. Mennemeyer believes that his location on th 
sixth floor of the Arcade Building, St. Louis, which i 
devoted almost entirely to exclusive jewelry stores and 
specialty shops, has many advantages. For one thing, 
salespeople do not waste time on “browsers” who are 
merely “shopping around.’ Customers who enter the 
Mennemeyer shop are 100 per cent purchasers—and 
95 per cent of them were attracted in the first place 
by direct mail. 

Personalized direct mail is the life-blood of the store's 
business. It consists both of two color printed post- 
cards and folders which may run up to four colors, rang 
ing from single-theme postcard cuts to multiple-page 
folders containing from four to twenty items. The 


Above—The mailing piece used 
by Mennemeyer's at graduation 
time featured an academic air 
on the cover and, when unfolded, 
pictured a wide gift range. 


At Right—Although located ‘'up- 
stairs", Mennemeyer's has a con- 
stant stream of customers, most 
of them people who have already 
made up their minds about pur- 
chases as a result of having 
received the mailing pieces. 
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Sends Out 10.000 Ads Monthly 


folders, run at four seasons of the year, include all 
price ranges carried by the store, from top to low. Mr. 
Mennemeyer is careful to make that distinction, ‘top 
to low” meaning that the majority of the items featured 
are in the moderate to high price bracket, with only a 
smattering of the lowest-price jewelry involved. This 
again plays up the theme that the Mennemeyer store 
carries jewelry stocks which are a credit to any loca- 
tion. 

“We never miss a month on direct mail production,” 
Mr. Mennemeyer said, “utilizing always at least a two- 
color postcard. While we might save some of the ex- 
pense by utilizing classified mailing to particular 


Mennemeyer’s, St. Louis, Mo., uses an intensive direct 


mail campaign to stress to customers that its 


‘upstairs’ location has absolutely nothing to do 


with prices or the quality of merehandise. 


by ROBERT A. LATIMER 
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groups of people or areas, we have found it actually 
simpler to circularize our entire 10,000-name list every 
month.. The very consistency of the idea keeps cus- 
tomers coming in. Many of whom tell us that they 
appreciate the constant invitation. We run one news- 
paper ad one morning per week, but consider this as 
only supplementary to direct mail.” 

The penny postcards used, which amount to some- 
thing like $250 a month, cover a myriad of subjects. 
Included are such suggestions as “Revitalize your old 
jewelry,” “Diamonds without Peer” and “The World's 


Richest Costume Jewelry.” Others feature watches, 
(Please turn to page 260) 


Samples of Mennemeyer direct 
mail postal cards. The firm 
concentrates on a single item 
on each card, makes frequent 
mailings to a list of 10,000. 
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Interior of new Abelson store looking toward front. Fix- 
tures are custom designed to house goods for each section. 


Vivided For Selling - 


HE trend toward selective buying of. quality mer- wise conforms to this trend with each ad wholly occupied 
chandise by customers in a discrimination market, with one central theme in both illustration -and text. 

and the growing need for departmentalizing items in or- Thus Abelson’s customers waste little time in picking 
der to further emphasize them, is demonstrated in the new out what they want. 
main unit of Abelson’s stores at Newark, N. J. The 
store's architectual and display plan is based on this 
merchandising idea in order. to, facilitate ease of selec- 
tion in shopping as well as selling. — 

This pattern is followed thoroughly. Not only are 
the separate jewelry goods broken down into separate 
showcases for rings, watches, silverware and kindred 
stock, but the allied departments such as radio and 
optical goods are separated from the main selling floor 
with a distinct autonomy of their own so as to avcid 
confusing them with the faster selling lines. 

The same procedure is followed in the window dis- 
plays. There are six separate show windows, each of 
which is devoted exclusively to a definite item. Even 
the ladies’ merchandise is kept separate from that of 
the men’s. The firm’s newspaper advertising space like- 


This section is devoted to dresser sets, clocks 
and china. Opposite is large section for silver- 
ware. Note the “picture frame" display niches. 
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The ultimate in store departmentalization is reached by Abelson’s, 


Newark, N. J., with not only merehandise divided into separate 


sections, but with the idea carried out in windows and advertising, too. 


“Primarily, we sought simplicity of design in plan- 
ning our new store,’ explained Hyman A. Abelsoa, 
president of the firm. “After 50 years in business we 
wanted a layout which was especially unusual and yet 
distinctive, based on the premise that cluttering and 
intermingling of stock should be avoided at all costs. 
This idea has worked out satisfactorily and, although 
we carry a heavy line of fine jewelry and kindred mer- 
chandise, there is no overlapping or perplexity of ar- 
rangement.” 

The effect achieved by Charles S. Telchin in asso- 
ciation with Wilbur Johansen, architect, has been to 
give the impression of entering an unusually large store, 
although it measures 26 by 175 feet with an L of 50 
feet. There is a large area for dresser sets and silver- 
ware with a separate unit for electrical appliances and 
a separate radio room 25 feet square. 

Another unusual feature is the lighting arrangement 
which is an outstanding example of the latest thought 
in jewelry store illumination. Incandescents are placed 
directly over the showcases with fluorescent and cold 
cathode for indirect cove illumination. Fixed lighting 
of recessed Gotham Co. directional lowered lighting is 
thrown at a five degree angle to eliminate shadows over 
the showcases. 

There is no need to use spotlights over diamonds or 





Extra emphasis is given the radio 
department which was especially 
designed for the display and dem- 
onstration of various type sets. 
Circular, leather-covered settee 
around column was practical solu- 
tion to this functional problem. 


other goods which are to be emphasized. To increase 
the gleam of diamonds the store uses Westinghouse 
P.A.R. bulbs over the diamond cases with regular type 
birds-eye bulbs for the rest of the store. This arrange- 
ment provides a foot candle lighting of 65 degrees over 
the diamonds and 50 foot candles for the remainder 
of the establishment. Individual shadow bases are used 
to highlight spot displays. 

The color scheme of the Abelson store also conforms 
to the general theme of departmentalizing and segregat- 
ing the.stock as much as possible. To this end each 
section if of a different color. The flooring is of hard 
rubber in a special design. 

Wood fixtures are of natural mahogany with cus- 
tom designed cases to house merchandise for each area. 
The wall cases especially planned for display purposes 
have drawers underneath for their reserve stock. 

The radio department is given extra emphasis, being 
placed in the rear of the main floor. It was designed 
especially for the display and demonstration of various 
types of highboy combinations, radio and victrola sets 
and midgets. A circular settee placed around the in- 
terior column makes a practical thing out of a func- 
tional problem. 

The optical examination room is a service of which 

(Please turn to page 261) 
















Determining how far you 
may reach out for cus- 
tomers is one of the first 
steps to consider before 
establishing your store. 


a 


by DAVID MARKSTEIN 


PENING a new store? Planning a branch in 
another selling area? The problem of picking a 
new store location is more important to the jewelry 
business today than ever before as an unprecedented 
number of new stores open their doors and established 
jewelers branch out in accordance with postwar plans. 
Where that new store is placed can have much to do 
with its success or failure. In one recent study, 28 per 
cent of store failures proved directly due to poor loca- 
tions. So what are the factors which must be taken into 
account when choosing the site for a new jewelry outlet? 
The most important factors to consider are the com- 
petition (how many other jewelers will be competing for 
a share of the same consumer dollar?); the volume of 
street and sidewalk passerby traffic; available public 
transportation; the estimated consumer demand; the 
types of consumers on whom business will depend; 
pepulation trend of the proposed site (its population de- 
creasing or increasing’); parking facilities or the lack 
of them; the physical layout of the street (which governs 
the trend of consumers to walk by the store or to walk 
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Selecting Your Location 
First Step in Store Planning 
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on the other side of the street); and a history of what 
previous store owners have done on the same site. 

Store site experts who study the relation of location 
to sales, point out that the value of location should be 
as important to the jeweler already in business as to the 
new jeweler or the merchant branching out. Because 
population trends change, and all of the other factors 
governing the worth of a store location change with 
them, site-study should be a continuing job. It is of 
paramount importance to the jeweler seeking to open a 
new store. 

Since few jewelry stores are located in isolated spots 
outside more or less marked off buying areas, there are 
three principal possibilities: “downtown” shopping 
areas, suburban shopping centers, and along main 
thoroughfares which carry a good-sized volume of street 
and sidewalk traffic but have no sizable clusters of 
stores. In downtown business districts rents are higher, 
but traffic is also greater and there is the additional 
factor of consumer buying habits; people are accustomed 
to buying downtown and are in a buying mood when 
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there. Along main traffic streets the possibilities are 
sometimes good, but there must be some reason for autos 
to stop, some inducement to cause pedestrians to walk 
in. They're generally not in a buying mood. 


BIG POSSIBILITIES IN SUBURBAN AREAS 


Suburban shopping centers, such as almost every com- 
munity has, offer great possibilities. Traffic is not as 
thick as in a downtown area, but rents are lower. There 
ig the same consumer buying habit, although there are 
usually fewer consumers. But with the trend of both 
stores and customers bearing increasingly toward the 
guburban center, this is often a choice location. More 
and more customers on wheels like the greater parking 
facilities of neighborhood centers and the more informal 
shopping atmosphere. 

With a decision made as to the general type of location 
desired, the next step is to consider the site-factors. What 
is the competition? Who will be neighbors? Into what 
income brackets do customers fall? Are there good 
transportation facilities? High traffic? What is the 
trend of population, the history of the site, probable 
consumer demand, rent, layout of the street? 

When opening a new store a midwestern “chain” 
jeweler compiles the answers to these questions into 
what he terms a location check list. To write the check 


list which governed selection of his most recent store 
site, he first surveyed the buying area under considera- 
tion. The number and types of its stores were listed. 
The next step was to estimate their probable volume 
Fle has evolved a neat rule of thumb for arriving at this 
figure. The number of sales people on duty in each store 
is multiplied by $10,000 which is a fair average for the 
amount of business that a clerk will write during a year’s 
time. This gives the estimated store volume. 

Figuring the volume of self-service stores as super- 
markets presented a harder problem. To solve it, the 
jeweler boned up on food sales statistics, and arrived at 
another formula. The number of cash registers in use on 
Friday and Saturday (the super stores’ big sales days) 
is multiplied by $2000 to arrive at a weekend sales 
figure. Forty per cent of the total Friday-Saturday 
business is assumed as the Monday-Tuesday-Wednesday- 
Thursday volume. Particular attention is paid to the 
volume estimated for rival jewelry stores if there are 
any. This is important when compared with the probable 
customer demand of persons shopping in the area. 

Since the average U. S. figure spent for rent is about 
20 per cent of the family income—according to U. S. 
Government statistics—the next step is to sum up the 
community buying power of the proposed store’s trade 

(Please turn to page 262) 


Where you locate your new business has much to do with its 


suceess or failure. Many factors govern the worth of a 


store site and these must be considered as your initial move. 
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Corner locations are a 
valuable and desirable 
location for a jeweler. 
They permit more win- 
dow display, more traf- 
fic, and more daylight. 
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Clingingsmith's features a wide 
variety of photographic equip- 
ment, selected by camera-wise 
James Nevitt, department head. 





Jewelry Store 





“Camera Center’ 


. 


Draws Interest of Shutterbugs 


Setting up a new department to take advantage of an 


upstairs salesroom, Johnny Clingingsmith, Dallas, Tex., 


jeweler, introduced a new but profitable sideline. 


HE $150,000 remodeling and refurnishing program 
which prepared the Clingingsmith Jewelry store, 
Dallas, Tex., for the Christmas season, included a com- 
pletely equipped photographic supply department. To 
manage the new department, the only complete camera 
store operated by a jewelry firm in that part of the 
country, owner Johuny Clingingsmith cmployed James 
B. Nevitt, past president of the Dallas Camera Club. 
The “Camera Center” idea, a fully equipped photog- 
raphy shop, within a jewelry store, solved a perplexing 
problem of what to do with the rear portion of the store 
building’s second floor. The front end of the second 
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Hoor is occupied by a dentist’s office and waiting room 
and, therefore, cannot be used by the store. And to use 
the automatic elevator (the door of which opens into the 
jewelry store’s lobby) would force the photographic 
department customers to pass through the doctor’s wait- 
ing room. This was avoided by redecorating the store’s 
back stairway and steering photographic supply cus- 
tomers through the front of the store. 

Mr. Clingingsmith realized that to get interested 
amateur photographers up his rear stairs he would have 
to employ a man well-known in camera circles. That man 
was James B. (Jimmy) Nevitt who had been a photo 
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Darkroom supplies are featured 
in one department of the camera 
center. Note office in the rear. 


by JIM TAGGART 


The facade of the newly refur- 
bished Clingingsmith store is 
finished in polished. red granite. 


enthusiast and active in local camera clubs for many 
years and had won several prizes for his pictures. 

Mr. Nevitt approached Johnny Clingingsmith with the 
idea of a ‘‘Camera Center’ three years ago, observing 
that although the combination of a photographic supply 
store and a jewelry store was not the:usual thing, it was 
still a good idea. Mr. Clingingsmith was sold on the idea 
and decided to go all out for it. Although the jeweler 
was not in a position to develop the idea at the time be- 
cause of the scarcity of materials, he employed Mr. 
Nevitt as credit manager. In this way Mr. Nevitt 
learned the policies of the store. 

This past summer when the remodeling program was 
underway, Mr. Nevitt made a trip East and visited 
all the camera and photographic supply manufacturers 
along the Atlantic seaboard. Then, with the opening of 
the Clingingsmith “Camera Center” in November, the 
store was fully supplied with such standard brands as 

(Please turn to page 263) 


Clingingsmith's jewelry section 
also shows originality of design. 


This semi-circular display pro- 
vides space for glassware items. 
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For Today and Tomorrow 


As the swing to a buyers’ market ae celerates, the importance of 
eustomer relations at the point of sale assumes even greater 
importance. Jewelers’ Cireular-Keystone introduees in this issue 
the first of a series of articles on strategie salesmanship. 


Editor's Note: The author is a nationally known 
speaker and writer, particularly on sales subjects and 
human relations. His articles have appeared in many 
leading publications, and he has appeared in person be- 
fore clubs and organizations in all parts of America. He 
has a flair for zip and humor, making his material in- 
teresting and entertaining as well as instructive. 

Mr. Sando is a leader in sales and advertising circles 
in Louisville, Kentucky, where he is president of the 
Advertising Club and general sales director of the 
Courier-Journal Job Printing Co. (established 1883), 
one of America’s most completely equipped plants for 
lsthographing and printing. 

Before going to Louisville, Mr. Sando was located for 

seven years in New York City, where he supervised 
business magazines and handled sales promotion for na- 
tionally known products. He was one of the consultants 
at the Direct Mail Center in New York. Among his 
personal clients were Dale Carnegie (“How to Win 
Friends and Influence People”), Vash Young (“A For- 
tune to Share’), and Zenn Kaufman (“Showmanship in 
Business” ). , 
Briant Sando started his business life in Ohio and In- 
diana as advertising manager for different companies. 
Then he operated the Sando Advertising Company in 
Indianapolis for some years. Here he was active in 
civic affairs, the Chamber of Commerce and president 
of the Advertising Club of Indianapolis. 


OME months ago I got sick and tired of the song, 
“Lay that pistol down.” Too many people already 
have laid the pistol down in the jewelry business. Too 
many retailers and sales people already have said, “Oh, 
what's the use? Let’s ride the gravy train as long as 
we can. Others are getting by with anything these days 
—poor quality, poor service, poor everything. Why 
should I struggle and strain?” 
Instead of this negative attitude, instead of laying 
down our sales tools, now is the time to be active and not 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


passive, energetic and not careless. Smart jewelers say, 
“Let's do things a little better today, so we won't have 
to worry so much about tomorrow.” 

Courtésy and consideration were war casualties almost 
everywhere—even in jewelry stores usually noted for 
top performance. As a result, some prospects and cus- 
tomers still get pretty shabby treatment. Are you doing 
all you can to make them feel that they are important, 
that their business is appreciated, that you really want 
to keep them happy and satisfied, and that you want 
them to come back again and again? 

These are points worthy of a careful check up. The 
way you handle them may decide your future. 


RISE ABOVE THE AVERAGE 


Most successful businesses are built on the basis of 
quality or service or helpfulness above the average. 

It’s not difficult these days to be above the average— 
because the average is so low. Here are a few examples: 








Last winter, when coal was scarce, a friend of mine 
called up four retail coal companies and they all said 
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no. On the fifth call the fellow on the other end of the 
line didn’t even wait to hear what my friend wanted. 
He just shouted into the ’phone, “We ain t got any, and 
hung up. None of these five companies was sufficiently 
interested even to ask my friend’s name and address, 
or to say that they would try to get him some coal some- 


time in the future. They just crossed themselves off for-. 


ever for future business ! 
When I moved from New York to Louisville one of 


the first things we needed was a laundry. I thought I’d 
try a neighborhood one . . . so we put our dirty clothes 
‘n the back end of the family car and hauled them over. 
I said, “‘I’ll come back and pick them up in a few days.” 
When I went back the girl at the counter said, ““They’re 
not ready yet.” She set another date. We went back 
again. Still not ready. On the third trip the clothes were 
ready and I gave the girl a ten-dollar bill. She said, 
“T don’t have change for that.” And I said, ‘Well, lady, 
I can’t keep driving back and forth forever.” She snap- 
ped, “Well, why did you ever come here in the first 


place ,” 


you / yo" 


Sous 
PIO WH 





... "You" is more powerful ammunition than “I”. 

Of course, we all have our troubles and worries. That's 
why sound principles of salesmanship are so important 
in helping us get along better with customers and pros- 
pects. Everything you say, everything you do, creates 
impressions upon other people—and whether these are 
good or bad depends on you. 

The surest guarantee for your future in the jewelry 
business is to improve your own efforts ... by working 
harder or by selling more intelligently. 

Now for a six-shooter formula: six points so simple 
and usable you can apply them every day. 


POINT 1: BE SURE YOUR GUN IS LOADED 


Your actions and your words are the ammunition you 
are constantly shooting off. Every idea or service, every 
argument, every piece of merchandise from a diamond 
necklace to a dollar tie clasp has various sales points. 
Find them. Load up with them. ‘ 

Before you try to convince the other fellow, get the 
whole pattern clear in your own mind. In spare time 
jot down your leading points, then pick out the most 
timely and most important ones and use them first. 
Keep this up for a while and gradually you will find 
yourself making a logical, convincing sales talk. 

Often the biggest thing you have to sell is yourself. 
Westinghouse, selling Westinghouse, is selling the big- 
gest thing it has to offer. DuPont, selling DuPont, is 
selling something more important than cellophane, anti- 
freeze, plastics and other stuff. Ditto for General Mo- 
tors, General Foods, General Electric and others. Ditto 
for you, too. You and your personality can make or 
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break the merchandise or services you are selling. lf 
people don’t like you, they can’t really like your goods 
or your ideas. 

When you can’t make a sale—make a friend . . . some 
day he may buy or help you with others. 


POINT 2: LOAD UP FOR BEAR; DON'T USE A POP-GUN 


Knowledge is power, and you can’t know too much 
about any jewelry line you expect to sell to others. 
Know the bad as well as the good points, and then you 
will be prepared for anything that may arise. Besides 
words, load up some actions—drama, showmanship. 
Then you will be more interesting and your words will 
make a deeper impression. 

Two points are always running through a prospect's 
mind as you relate your sales story: 

A. What does it cost? 
B. What will it do for me? 

Some years ago we did some sales work for a company 
selling flat silver—a highly competitive article. Their 
salesmen didn’t just ask prospects, ““Wanna buy some 
knives and forks today?’ Not on your life! They knew 
the prospects’ thoughts were not on buying but on using 
such items. So they phrased their question, “Do you 
want to dress up your dinners? Do you want to set a 
more attractive table?” To these and similar questions 
every woman naturally replied, “Yes.” Then the sales 
people could go ahead and tell about their quality mer- 
chandise, their years of steady satisfaction, their at- 
tractive designs and reasonable prices—everything to 
make the deal seem logical and easy. 


POINT 3: CARRY AMPLE. AMMUNITION 


When you go out hunting, you want more bullets or 
shells than just what your gun will hold. And you 
wouldn't go out driving in an automobile without a spare 
tire, would you? So, in the jewelry business, you also 
do better when well equipped . . . when you have enough 
extra ammunition to cope with all possible contingencies. 


7~y 
Ny) = 
/y =“@ 
\ GET \N THERE J 
AND DITCH e 


Work out a number of good “reasons why’’—don’t 
depend on one thing or one “reason why” to convince 
the other fellow. 


A one-track approach is especially weak for the post- 
war era. As competition grows keener, it will increase 
not only from other jewelry stores but from all direc- 
tions. Every dollar in circulation will be competed for 
by every product on the market. Your line will be just 
one of many. It won’t be just a case of whether it is 
you or your competitor who sells the prospect. It will be 
a case of whether or not the prospect buys what either 

(Please turn to page 265) 
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Hansom cab with nodding 

driver and couple holding 

hands, sets the theme for 
diamond display. 


by NANCY M. LEWIS 








Motion attracts adults as well as chil- 
dren. 


BOY and a girl are holding hands in a hansom 
cab. They are whispering. They are unaware 
of the bright lights and the stars that are like glitter- 
ing diamonds. The old cab driver cocks his head know- 
ingly from side to side. Crowds of shameless people 
stare at them. Still the lovers do not notice. Do you 
know why? It is because the stars are real diamonds, 
the black horse trots by power of an electric motor, 
and the well-lighted park is a jewelry store display 
window which is capitivating passers-by. 

The carriage ensemble is just one in a long series 
of mechanical motion displays that have been effec- 
tively employed by the Nelson Jewelry Store in Madi- 
son, Wis. 

They are obtained from a concern in California which 
specializes in this type of work, and supplies them on 
a rental basis with one store in each town having an 
exclusive franchise. The store retains each display for 
one month and then ships it on to the next store on the 
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Displays in Motion 


Make Windows Sell 


Animated figures center attention on display 
windows of Nelson’s, Madison. Wis., providing 
that “‘extra something”’ that keeps store in 


minds of publie when they think of jewelry. 


route list, receiving another one to replace it from the 
preceding store on the list. New displays, of course, are 
started out on the circuit each month. Handled in this 
way, the cost to each store is only a small rental fee. 

Window shopping is a universal occupation and the 
successful merchant is aware of the advantage of ex- 
hibiting his wares as favorably as possible, for he knows 
a good exhibit is responsible for at least 25 to 50 per 
cent of the sales of an average store. 

But, since people will not make any special effort to 
examine a window, the successful display is one that 
first of all commands attention. Motion is the best 
method of creating such attention. It attracts. 

‘Motion is about as an effective attention-getting de- 
vice as there is,’ says Donald R. Fellows, professor of 
business administration at the University of Wisconsin. 

Dozens of people will notice a window that has some- 
thing moving in it, whereas the same window deprived 
of the motion feature will remain comparatively un- 
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noticed. Planters Peanut Company, for example, con- 
ducted an experiment on this very point a few years 
ago. In one hour 79 people stopped to examine a still 
display. When this same display was put in motion, 
736 people were attracted in the same length of time. 
Back in 1910 an electric display company constructed 
an enormous, seven-story, chariot race sign on top of 
the Hotel Normandie overlooking Herald Square in 
New York City. The horses and chariot moved. The 
whip seemed to be cracking. This famous display be- 
came an “eighth wonder,” and for many tourists it was 
a prime attraction in the city’s night scene. 

Even a little motion is powerful. When the house- 
wife passes the horse and buggy display, she receives 
a mental shock upon seeing the wheels spinning and 
the sudden jerk of the driver’s head. Her interest now 
thoroughly aroused, she advances to the spot which is 
located near the door. Her eyes travel over every de- 
tail, the driver's black boots, the tiny clasped hands 





of the lovers, and the flying tail of the black pony. Fas- 
cinated, she watches again and again as the boy and 
girl turn their heads and as the driver cocks his. Then, 
remembering the curtain rods she must purchase up the 
street, she starts to walk away. She has to pass along 
the window to the sidewalk and along the front edge. 
Unconsciously her eye is drawn to a gold pin in the 
corner. She visualizes it on her new brown woolen dress. 
But she cannot afford it, not until the first of the month. 
She continues on up the street, resolved to buy it. 

At this point it is proper to offer a note of warning 
in regard to the use of movement in advertising. It is 
this. The motion should be connected with the product 
displayed. If the customer’s entire attention is directed 
only to the device, he will not remember the merchan- 
dise advertised or possibly even where he saw the dis- 
play. Nor should the observer feel cheated. A disap- 
pointing product display, such as cheap, gaudy jewelry, 
will cause him to feel that he was tricked into wasting 
valuable time. 
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This will not be the case with the fictitious housewife 
She is grateful for having seen the pin. Further, id 
will remember the name of the store, for the large let. 
ters printed on the frame enclosing the display are 
boldly photographed in her mind. In ten days she pur- 
chases the pin. Such a display is successful. It not only 
gained attention but it aroused interest, created desire 
and stimulated to action. 

This motion technique, you say, is nothing hew, how- 
ever. We are looking for a novel means of stimulating 
sales. Certainly it isn’t new. These display toys, for 
example, have been manufactured for over 50 years, 
The point is, nevertheless, that movement still heads 
the list of best customer appeals. 

Have children changed? Fifty years ago mothers 
stopped the carriages so that their children could rp 
to the store windows and watch the newest animated 
displays. Today, children, dragging their fathers o; 
mothers along with them, are as readily enticed by the 


This animated display fea-- 
turing the characters of 
Alice in Wonderland, at- 
tracted much attention to 
Nelson windows recently. 


brightly colored, moving figures. Obliging parents 
secretly admit that they, too, are enjoying themselves. 
Father, whose interest is not so prolonged as Tommy's, 
slowly permits his glance to wander around the rest 
of the case. He sees a fountain pen that would make 
a good Christmas gift for his brother. He buys it. In 
general, however, it is the women who do the product- 
noticing. When men stop at a jewelry window, they 
have a definite purpose in mind. But remember, it is 
the women who buy with their husbands’ purses or who 
do the hinting at home. 

Motion also has power in impressing things upon peo 
ple’s memories. If a visitor who is unfamiliar with a 
city will recollect anything at all, it will be that which 
was unique. Mrs. Brown informs her neighbor that she 
is going to shop in the city and can she suggest a good 
jewelry store? 7 

“Why, yes,” the friend replies, “there’s one on the 
left hand side of the main street—the one with that 

(Please turn to page 267) 
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WORLD’S GREATEST LIGHTER 
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*Trade Mark Reg. 


@ Dealers everywhere are talking about the amazing 
“disappearing act” thet makes RONSON products 
fly from their shelves into the pockets, handbags and 
homes of happy customers. Yes, and in spite of en- 
core after encore, and steadily increasing RONSON 
production, the phenomenal public demand continues 
for more and more of the same. 

With the passing of each month, RONSON produc- 
tion is being stepped up. Soon, a large new factory 
will swing into action. Soon, we sincerely trust, there 
will be RONSONS for all who seek them .. . for 
all who profit by them. 

However, in the drive to increase output, no com- 
promise will be made with the standards of RONSON 
craftsmanship and quality . . . for these very quali- 
ties are the secrets of the sales-magic in the name 
. «+ RONSON. 


THEY GO TOGETHER. 


What’s the first need of the 
purchaser of a new lighter. 
Fuel, of course! Later ‘flints’. 
So, every time you sell a 
lighter, any lighter, sell also- 
RONSONOL FUEL and RON- 
SON REDSKIN ‘FLINTS’! emi 
You'll add extra profit to your NECESSITIES 
sale... and, MOST IMPOR-  |Miugeeee fii 

TANT, you'll create a repeat || =:=:7= | ey) 
customer, because RONSON fii ° <Sn \< = 
REDSKIN LIGHTER NE- jj aN gt 
CESSITIES give best service 
in any lighter. 

YES, there is a difference! 


RONSON ART METAL WORKS, INC., Newark 2, N. J. 
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Diamonds 





Are His Specialty 


Ceeil Howell believes a jeweler 
should be a “‘specializer’’. and to 
be a good one, all his efforts 


must be directed along that line. 
by GRIER LOWRY 


HILE not fostered by the past four war years, 
the addition of supplementary lines such as 
giftwares, cameras, radios, appliances, etc., in jewelry 
stores was certainly furthered during this time. Retail 
jewelers, unable to secure jewelry merchandise, looked 
around for new lines to fill in their war-depleted stocks. 
For the most part, these sidelines proved profitable ad- 
ditions to jewelers’ merchandising policies and have 
earned a permanent place in many jewelry stores. 
Certainly the trend today seems to be all in favor 
of a much broader merchandising scope for the jeweler 
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Mr. Howell, shown here with a customer, 
has been successful in making his store 
a headquarters for diamond purchasers, 


a? 


One theme dominates Howell's 
advertising whether _ instity. 
tional or specific, and that's 
good diamond merchandising, 








Fine giftwares have their place in the Howell 
store where a tasteful array of g'ft selections 
for the vacationists to this resort are on show. 


of 1947. On the other hand, however, there are many 
jewelers who hold fast to the tenet that a jeweler is 
a specialist in his line of work and as such, devotes his 
efforts toward the purpose of selling jewelry and of- 
fering the best service possible to his customers. Such 
a man is Cecil Howell, owner of the Howell Jewelry 
Company, Colorado Springs, Colo. 

In Colorado Springs, Mr. Howell is regarded as an 
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An Endless Role 


Like the charm cf music, the fashion for diamonds is ageless 





and delightful . . . and this is being pointed out to fashion- 
conscious women all over America. Dramatic four-color pages, 
like the one shown here, are-appearing in Vogue and Harper's 
Bazaar, with 2,418,618 messages through the year. Together 
with the advertising in general magazines that features the 
diamond engagement ring tradition, these fashion pages are 
helping to spark an interest in the diamonds you sell. De Beers 
Consolidated Mines, Ltd., and Associated Companies. 
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Gore 
cul Giamont> 


Howell believes that a 
judicious blend of both 
institutional and spe- 
cific item advertising is 
most successful policy. 





irrefutable authority on diamonds. His knowledge of 
stones, his store’s personal relations with diamond 
clients, featuring honest evaluations of the diamonds 
under consideration, are appreciated by the citizenry 
of this resort mecca, and they are coming to depend 
more and more on him for counsel concerning diamonds. 

Not that Howell’s isn’t a complete jewelry store. 
It is. Although Mr. Howell has been adamant in his 
refusal to clutter up his gift department with Indian 
jewelry, a favorite item with souvenir-seeking summer 
tourists, he maintains a tasteful array of gift selections 
for the vacationists—costume jewelry, bracelets, lapel 
pins, earrings, simulated pearls, compacts, chatelaine 
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While the promotion and sale of diamonds arg: 
principally featured, the store also maintain 
a complete stock of fine jewelry merchandise, 


pins and necklaces. Substantial sales are enjoyed in 
gifts and discriminating tourists beat quite a steady 
path to this niche of the store. Significantly, the jew- 
eler does not beat the tom-toms of publicity for gift- 
ware very vociferously. 

Diamonds are the Howell specialty; the jeweler be- 
lieves in focusing advertising attention on one product. 

So esteemed is the store's watch repair service that ~ 
many summer visitors mail their watches for repair © 
after they have returned to native hearths. For eighteen © 
years, Mr. Howell conducted the repair department for a 
another Colorado Springs jeweler; many of the local@ 
residents haven’t forgotten the reliable brand of watch ~ 
repair he dispensed. Up-to-date service equipment is” 
maintained at the store. The Howell prescription for 
establishing a profitable watch repair department is 
simple and pithy—Do Good Work. But watch servic- 
ing is seldom spotlighted in store advertising; the 
watchmakers unheralded, although they consiStently 
turn in truthworthy performances. 

Diamonds reign supreme at Howell’s, and only a 
sprinkling of glory is shed on other branches, no mat- 
ter how auspicious. To Mr. Howell a jeweler’s best 
friend is a specialty. To be a good specializer, the 
Colorado Springs man believes you must recognize that 
almost every syllable of radio and newspaper copy must 
push the principal store attraction. 

Cigarette lighters, plated and sterling flatware, elec- 
tric clocks and American-made watches are deemed very 
solid bets for the future in this jeweler’s sphere of 
operations. But no advertising campaign is planned to 
exploit the market for these items. Instead there are 
definite advertising plans afoot to develop a bigger, 
more unified, well-knit advertising schedule for dia- 
monds. 

Little by little, Cecil Howell has been creating a 
more alert diamond sales program and has been increas- 

(Please turn to page 270) 
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. Like a Diamond in the sky.» 








From the tiniest satellite to the most magnificent luminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 


| oa Oe See Sie Sen OY San fo Se fan OF a © F 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


OWNERS AMO CUTTER Taek 
JONKER VARCAS anolIRERATOR DIAMONDS 
THE WINSTON YL LECTIONS MAY BE SH 





WIN 


Store That Makes Buying Easiest 
Will Get Lion’s Share of Trade 


If it is easier for customers to buy from you than from 


a competitor, you will get their trade. Here are some 


practical suggestions for making your store more convenient. 


UMAN beings are like sheep in that they tend 

to follow the line of least resistance. Applied 
to buying habits, this means that other things being 
equal a normal human being will generally tend to 
make his purchases at the place where it is easiest for 
him to do so. 

This does not mean of course, that the convenience 
factor is the only thing that influences buying at a given 
location. Far from it! But it does mean that a mer- 
chant can gain much “extra” business simply by mak- 
ing it “easier” for his customers to do business with 
him than with his competitors. Are you easy to do 
business with? Check yourself against the following 
points, and then take any remedial action necessary: 

1. Is your location convenient for your customers? 
For your potential customers? Business districts, as a 
result of unsettled conditions, have shifted about in 
some cases during the last few years. Perhaps your 
location is no longer as good as it might be. Ask your- 
self the question: Am I easy to buy from? And if the 
answer is “no, give due consideration to making a 
move. 

2. Is your building easy to get into? Is the entrance 
always uncluttered—readily available for the customer 
to use? Little blockages such as a sticking door, an 
overly-small door which causes a “traffic jam,” an un- 
inviting looking doorway, a table or showcase incon- 
veniently placed before an entranceway—all can drive 
away as much as ten or twenty per cent of your poten- 
tial trade. If you would have the maximum number of 
customers come inside, make certain no obstructions— 
psychological or actual—block your door. 

8. Is your merchandise displayed for easy seeing? 
People don’t buy what they can’t see. Is the stock 
readily accessible to the sales force so that it can be 
shown to the customer to best advantage? Many sales 
are lost because merchandise is inaccessible—cannot be 
given to the customer for close, personal inspection. 

4. Is your sales force trained in the techniques of 
making it easy for the customer to buy? Selling is so 
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by FRANK STAFFORD 


often a matter of making it convenient for the customer 
to make a purchase. Yet all too frequently sales per- 
sonnei fail in their efforts to sell because they do not 
help the prospect do what he really wants to do. 

If necessary, give your sales force a refresher in the 
techniques of ‘making buying easy.” ‘Teach ways to 
remove obstacles to selling, methods of building cus- 
tomer confidence in his own desire to buy, techniques 
of sale-closing. Stress that good salesmanship is often 
nothing more than an aid to poor buymanship—on the 
part of the customer. 

5. Is your concern easy to get in touch with? Is it 
easy to buy from you by phone? Has your phone num- 
ber been stamped in the public mind through repeated 
advertising? Does it appear on your letterheads? The 
best way to get telephone orders is to make your phone 
number always easy to find. Keep it in the public 
mind. 

6. Is it easy to pay you? A stamped self-addressed 
envelope enclosed with each bill will cut the length of 
time required for your charge customers to pay you. 

7. Are you ever-ready to grant credit to a sound 
risk? In short, is it easy to obtain credit from your 
concern. Or must the applicant go through more red 
tape (fill out more forms, etc.), than the credit is worth? 
Analyze your credit granting system and see if there is 
need for revision of method. | 

8. Do you readily provide the dozens of little ser- 
vices by which modern businesses make it easy for their 
customers to do business with them? Does your delivery — 
service make it easy for a buyer to have purchaes car- ‘a 
ried to his home? Do you have a convenient charge = 
service whereby a customer can buy from you more | 
easily than from the competitor where he must pay ~ 
cash? Do you maintain as complete a stock of merchan- * 
dise as your competitors, thus making it increasingly | 
convenient to buy from you? 

In short, is it easy to do business with you? 
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The moment a customer sees the greater fire and beauty, the large 
size appearance of this incomparable diamond . . . she’s eager to buy 
... and eager to tell her friends. That’s the way prestige grows . . . that’s 


the way profits grow. Every ‘‘Circle of Light’”” Diamond you sell . . . sells you! 


Perfect beanky ts not bein... 6% inae... te shtealei 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC, 


pam (Baw Bae Sve 8 ees ee Op Ont a's mn es 0 ee On i be G's 
VWelee Plant: 305 East 45th Street. N. Y. C. Los Angeles Office: 220 West Sth Street 


Diamond Tool Research Co. 304 East ISth Street. N.Y. ¢ 








Little Known Gemstomes ... 







Quartz specimens from the American Museum 
of Natural History include crystal above, 
and Gallo-Roman quartz and glass beads and 
Babylonian cylinder seals from 5900 B.C. 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 





Eleventh in a series of articles on those gemstones 


generally unfamiliar to the publie but which should 


receive the appreciation that is due them. 


WICE before in this series, quartz has been men- 
tioned as an important jewelry stone. This is not 
surprising to the observant reader, for quartz is con- 
sidered the second commonest of all minerals on the 
surface of the earth. It is a mineral of simple composi- 


tion (containing, in its pure state, nothing but silicon 


and oxygen) and a hard and stable one. When granites, 
of which it is an important part, break down the quartz 
becomes the grains of sand so common in our stream 
beds and upon the beaches. Pure quartz is colorless 
and transparent, only its greater hardness and double 
refraction distinguish broken fragments from common 
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glass, but neither of these properties is at once apparent. 

The other minerals of the rocks tend to break down 
chemically as rocks are decomposed; the feldspar that 
we mentioned before when we were writing of that 
commonest mineral turns to clay, with some of its 
silicon and oxygen (called silica for short) carried off 
by the very water that frees it from its mineral bonds. 
Seeping through the soil and solid rock, in solution in 
the water, the quartz often precipitates out again, to 
form a solid mass of silica. At times its solid form re- 
sembles veins of crystal quartz from hot solutions— 

(Please turn to page 271) 
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direct to stone headquarters 


France — home of the Eiffel Tower and the 





Can-Can, birthplace of modern art, is the source 
of synthetic stones, the very finest TRU-STONE 
synthetic stones. We here at Stone Headquarters, 
can once again offer you a choice selection; 
shipments, arriving almost every week from our 
exclusive connections, enable us to keep a 


complete stock of colors, sizes and shapes, ali 





priced on the current market. We will almost 


surely have on hand the synthetics you want; 





§. NATHAN & CO. INC. 


610 Fifth Ave., Rockefeller Center, New York 20,N. Y. 
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FFECTIVE use of their corner location was made 

by the Edenfield Jewelry Co., which recently 
opened their new store at Main and Tennessee Streets, 
Lakeland, Fla. Provided with frontage on both streets, 
the firm utilized this space by installing a “battery” 
of small “picture-frame” display windows which, be- 
cause of their size, set the store off from the other 
retail establishments with the conventional size win- 
dows. At night particularly, as can be seen from the 
accompanying photograph, these windows, illuminated 
with the latest type recessed fluorescent lighting, stand 
out and command attention from the passerby. 

Over the windows, extending around the store, is a 
modern concrete marquee which, besides breaking up 
the flat lines of the building, provides a shade for the 
windows against direct sunlight, thus doing away with 
reflection and glare and allowing the merchandise to 
show to its best advantage. Because of the unavail- 
ability of material, the exterior has not been completed 
but when it is possible to do so the exterior will be 
finished in a dark blue structural glass. 

Store entrance cuts the corner between the two streets 
and provides a wide doorway comprised of plate glass 
doors flanked by glass panels which permit a full view 
of the interior of the store. 

Just inside the door and at the right is a small dia- 
mond room ingeniously fitted into the floor plan of 
the room. Entrance for the customer is provided by a 
doorway before the counters, and for the salesman, be- 


Corner location of new store permits a wide door. 
way and effective display windows on two streets, 


hind the counter. This room backs up the display 
window on the Main Street side which, like all the dis- 
play windows is backed by plate glass. This allows 
the interior full benefit of the daylight and in the case 
of the diamond room, allows the customer to examine 
the stones without the need of artificial light. 
Fixtures are of modern design, specially con- 
structed of light tweed oak as is the paneling and wall 


‘Picture Frame Windows 


Center Attention On New Store 


Series of small windows 
spotlight displays at new 
Edenfield store, Lakeland, 
Fia.. and command attention 


from window shoppers. 


Plate glass backing of display win- 
dows seen at right, permit passersby 
to see directly into store interior. 
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A Multi-Facet diamond 
with 40 extra facets 


cut around the outer rim... 


which gigs amazing extra brillianee. 


# PAT. &@ REG. U. S. & FOREIGN COUNTRIES © 1947 


» er: 
ADVERTISING POWER seninD’ Multi- acet s 
SPECTACULAR RISE IN SALES 


Throughout 1947, millions upon millions of consumers will read the exciting story of Multi-Facet...the 


only diamond of its kind in the world; will learn about the 40 extra facets that give it extraordinary brilliance, 


an appearance of larger size; will be told about its lifetime guarantee against loss by chipping. 


Profit by this aggressive promotion! Write for franchise availability today. 


MULTI-FACET DIAMOND CORPORATION 551 Fifth Avenue, NewYork 17, N.Y. « London + Amsterdam + Antwerp 















A series of “teaser'’ ads cul- 
minating in the large display 
ad at right, was run in local 
papers for week before opening. 





@ Quality Jewelry 






® Sterlin 
o Exquisite Gifts 
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cases. On each wall are four shadow boxes with con- 
cealed fluorescent lights for the display of featured mer- 
chandise. These shadow boxes interrupt the line of the 
recessed wall cases on the right of the store and on the 
left, they are set in between the plate-glass backed dis- 
play windows which open directly into the store. 
Carpeting of a rich rose color and an acoustical ceil- 
ing lend an air of quiet elegance to the interior. Light- 
ing is entirely of the fluorescent type with quadruple 
tube fixtures running in two rows from the front to 
rear of the store and above the wall cases on each side, 
a single fluorescent tube is set vertically in a framed 
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Small curved counter fronts the repair depart- 
ment at rear of store. To the right, a table 
setting is maintained showing silver and china. 
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recess in the wall. Air-conditioning will assure cus- 
tomer comfort the year ‘round. 

At the rear of the store the repair department and 
office is located, as well as a special silver flatware dis- 
play in a table setting with china and crystal. 

W. W. Edenfield and Cyril A. Marx are co-owners 
of the new store, being president and vice-president 
and manager, respectively. Mr. Edenfield is head of 
other jewelry stores bearing his name in Jacksonville, 
Leesburg and Winter Haven, and of the Bartow Jewel- 
ers in Bartow. He is also affiliated with the Taylor 
Jewelry Co. in Jacksonville. Mr. Marx who will manage 
the new Lakeland store, has been a lifelong resident of 
that city. He has been associated with Jacobs Jewel- 
ers, Inc., of Jacksonville, one of the largest jewelry 
stores in the state, for 21 years. 

Prior to the opening of the new store, some five 
thousand formal announcements were sent out to the 
residents of Lakeland and surrounding towns. In addi- 
tion a clever advertising campaign of “teaser” ads, such 
as illustrated herewith, as well as other advertising of 
an institutional character preceded the opening for 
about a week. 

The actual opening of the store was in the nature 
of a public reception from three to ten p.m. with an 
estimated three thousand persons visiting the store. No 
merchandise was sold but the public was greeted by 
the store personnel as well as in addition, three attrac- 
tive young ladies, formerly attired, who acted as hos- 
tesses for the occasion. 
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are building a solid structure for your 1947 selling (ese 
with strategically placed advertising. During the 
coming year, 25,902,731 potential customers 
will see our striking color and black and white 
advertisements. We'll be telling the quality story ow 
simulated and genuine Victoria Pearls i in these self — 


great national magazines. 


yen 


SIMULATED VICTORIA PEARLS 

The Pearls in the Jewel Box 

One, two and three-strand necklaces of 
beautifully matched, simulated Victoria Pearls, 
each in its own eye-catching jewel box. 


AMERICAN WEEKLY “S% 







7 PHOTOPLAY 
COSMOPOLITAN 


NEW YORK TIMES MAGAZINE 


NEW YORK HERALD TRIBUNE 
“THIS WEEK” MAGAZINE 


LADIES’ HOME JOURNAL 


REMEMBRANCE NECKLACES 

The gift idea for everyone who loves a baby. 
Genuine Oriental Victoria Pearls on 14K 
gold chains for year-in, year-out repeat sales! 


SATURDAY EVENING POST 
PARENTS’ 


BABY TALK 


a a ee m a , Available through leading distributors. 


— 
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/ PEARL CO., LTD. - A division of S. Nathan & Co., Inc. - 610 Fifth Avenue - New York 20, New York 
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Materials Shortage Got You Down? 


2 


Then Try ‘Temporary Remodeling 


Instead of just waiting until the materials are available to 


dress up your store’s appearance, why not start doing some 


of the small things that can help brighten up the premises? 


UILDING restrictions and material shortages 
continue to frustrate plans of retail jewelers who 
had planned to start remodeling their stores as soon 
as the war was over. Under the present conditions, 
many jewelers hesitate to begin any major reconstruc- 
tion, feeling that delays would be inevitable and a job 
strung out too long would be costly. If you are one of 
those who are in this position, cheer up; there are many 
small things that can be done right now to brighten 
your store’s appearance while you plan for a complete 
job later. 
These suggestions are made with the jeweler in mind 
who wants to do something now, yet hesitates to put 
a large amount of money into a temporary thing. It is 


true that new display fixtures are available, as are 


many other supplies necessary to the jewelry shop, but 
it is far better to clean out all your old fixtures and 
do your remodeling simultaneously, to achieve harmony 
of all your displays. 

Start your brightening up process by a coat of paint 
on your walls, woodwork and anything else that needs 
it. Light blue or grey walls will do wonders toward 
making the inside of your store bright, and will harmon- 
ize with giftwares, silver and jewelry. But, here is a 
note of warning, don’t go rampant with the paint brush. 
Old mahogany or walnut cases are beautiful and lend 
a certain amount of dignity that the public has learned 
to associate with honesty and integrity on the part of 
a jeweler. A coat of enamel over fine old wood, can 
easily turn out to look cheap and gaudy. 

Next, assemble all your display pads, trays, etc., each 
color segregated. Brush the pads thoroughly, to remove 
all the dust and lint. Clean them with a good dry clean- 
ing solvent, using a small stiff brush. With those which 
are faded, take one of each color to an art supply store 
and select the color of fabric dye which is closest to 
the original shade. They will be able to tell you the 
best coler to use, and how to apply. It is very simple, 
if you remember these three things: first, do not at- 
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tempt to change a color, just deepen the original; sec- 
ond, mix your dye fairly thin, making certain that you 
have enough to do all of the same shade at the same 
time—a teaspoonful will tint about ten square inches 
of velvet or suede cloth pads; third, use a small stiff 
hand brush, applying quickly and briskly rubbing in, 
being careful not to use too much dye at once. Lay your 
pads on a table and let dry at least twenty-four hours. 
When they are completely dry take a brush and rub up 
the nap. The results—a bright new-looking pad. 

Examine the wooden stands for chips and any soil- 
ing. ‘They can be re-sprayed at any decorators at a 
small cost and any color of enamel can be applied. By 
re-spraying, your color scheme can be changed. How- 
ever, do not try to hand paint them; have them sprayed 
by an expert. 

Your displays being ready, you now need fabrics to 
go with them. Drapery, dress goods, and ribbon de- 
partments have many new and interesting materials 
suitable for your merchandise. To help in your selec- 
tion remember these few general rules: Avoid figures, 
patterns, or too bright colors. Your fabrics are to be in 
the background, pleasing but not so outstanding that 
they detract from your merchandise. A little bright 
color in a drape, will add the necessary life to your 
window. Avoid bad color combinations. Remember the 
colors of your watch boxes. Since many watch com- 
panies use maroon boxes, select colors that will harmon- 
ize with these, for windows when watches are being 
shown. Background colors that are pleasing with 
maroon, are ivory, powder blue, dusty rose, plain lime 
and dull gold. 

Keep your windows to two or three colors; the luster 
of gold, silver, platinum, jeweled stones, and the sparkle 
of diamonds will give all the life to your jewelry window 
it needs. In your cases as well as windows, suit your 

(Please turn to page 274) 
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Single Earring Display Case . 


Concentrates Selling Effort 





. 


ee merchandising of earrings at 
Loftis Jewelry Co., 34 N. State Street, Chicago, 
has been elevated from the “occasional sale’ category 
into an important source of added sales volume—and 
one which is responsible for a large percentage of new 
customers coming into the store. 

“A reputation for beautiful earrings is just as im- 
portant as being known for fine watches, diamonds, 
etc... James Corrigan, general manager, indicated. 
“Therefore, we have capitalized on the prevailing trend 
for glamorous earrings with an increased inventory, 
added display, and a different form of merchandising 
presentation.” 

The Loftis earring inventory is kept in a single dis- 
play case at the rear of the costume jewelry depart- 
ment, where ample space makes it possible to show 
over 200 choices ranging from a $1.20 pair to $35. In- 
stead of consolidating low-price earrings into one dis- 
play unit, and precious-metal varieties into another, all 
are combined in a single case—which is designed to 
impress upon the customer the completeness of the 
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Plastic trays which hold the store's entire inventory of 
earrings make for easier selection—and easier selling. 


Loftis Jewelry Co.. Chicago, features 
ail earrings in a single display space, 
thereby showing the customer a wider 


selection and saving the eclerk’s time. 


stock, and the various affects which can be created with 
varying styles. 

The choice includes simple plated metal novelty ear- 
rings, through rhinestones, pearls, imitation stones, 
colorful combinations of sterling and gold, crystal ear- 
rings, fanciful styles for evening wear, more sober 
models for elderly customers, up to solid gold and 
sterling varieties for $35. In setting up the inventory, 
Loftis did not forget the “earring collector,’ a variety 

(Please turn to page 275) 
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Td sk leading jewelry manufacturers who use OVAL-imported glass stones— 
ask the retailers who handle their lines. All will tell you that jewelry 
with OVAL stones is tops in buy-appeal because no other 
glass stones bear such a close resemblance to real mined gems— 


in color, in beauty, in luster. Do as they do—specity 


OVAL stone-set jewelry for faster sales! 


OVAL MANUFACTURING CO., Inc. + 64 W. 36th St. New York 18 


OVAL IMPORTING CO., Inc. * 212 Union Street, PROVIDENCE, R. I. TRUE COLOR, GEM-LIKE, GLASS STONES 
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OOK out, Mr. Jeweler, for that old symbol of a 
picklement, the well-known eight ball, and keep 
well out in front of it. In the list of all businessmen 
who are open daily to risks, I contend that the jeweler 
is well up near the top. Never was the time when re- 
tail business was so harassed with the demands, regula- 
tions, edicts, laws, licenses, and taxes that it is today. 
In addition to chances on running afoul of these things, 
the jeweler holds the doubtful honor of still further 
holding the bag. 

So, with a helpful spirit in mind, I draw on my many 
years experience, and herewith set down some advice. 
Store them under your hat. If you are not already 
familar with them, they may save you plenty of grief. 

Handling diamond jewelry is a risk, when left for 
repairs. Examine it carefully with your loupe, when 
accepting it from a customer for any reason. Note well 
any peculiarities, inclusions, flaws, chips, bad color, or 
fish-eye effect. Call attention of the customer to any- 
thing detrimental to the value of the stone, diplomat- 
ically, of course. A good practice, is to so mark the 
claim check. Better have the argument before he leaves 
it, if any, than afterward. Many persons, being un- 
aware of their imperfect diamond, which they are about 
to leave with you, might eventually make plenty of 
trouble for you. 

Have a good system of locating repairs when the 
customer calls for them. They certainly will lose con- 
fidence in you, if they must wait, and wait, until you 
look through everything but the wastebaskets to find 
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Keep in Front of That Eight-Ball! 
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by PAUL P. WENTZ 


the man’s wristwatch or the lady’s diamond ring. I 
know of a jeweler who is constantly misplacing repairs 
and just as constantly making good. He is in a stew 
most of the time, because he has no system, and no 
record, other than his watch repair record. 

I mentioned examining diamond jewelry. Here is a 
concrete example, a true story. A jeweler friend of 
mine, stepped up to wait on a woman, a stranger to 
him. She stated that her husband had just brought 
her this diamond ring from a trip somewhere and would 
the jeweler please clean it while she waited. He was 
glad to, of course, and without examining the ring, 
proceeded to the rear of the store, and, after going 
through the usual practices, returned to the waiting 
customer in a few minutes. All smiles, he looked for 
the usual expressions of surprise and thanks. She 
looked at it a moment, and then let loose a barrage of 
accusations to the effect that he had switched her stone. 
He had noticed that the stone had come out of the 
wash a rather poor color. He did not lose his temper, 
but succeeded in quieting her down enough to have 
her examine the claws of the ring under a high power 
loupe, by which she could see that there had been no 
tampering. He showed her and explained that the stone ~ 
had probably been: dipped in bluing of some kind, and 
which came off in the washing. Beforehand examination 
would probably staved off this argument. 

Perhaps you have a sale for a nice large diamond. | 
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think this matter I am about to mention is very impor- 
tant, even though adverse results may be very rare. If 
you are a gem expert, you will know all about internal 
strain, and just possibly have the optical instruments 
at hand to detect it. If not a gem expert, it will be well 
worth your time to have the stone passed upon, and 
given a clean bill of health regarding internal strain. 
What I mean to explain, is, that there are cases on 
record where a large stone, when nature formed it, en- 
tirely engulfed a smaller stone in the molten mass. 
Your loupe will never tell you this. Your gem expert 
can. In rare cases internal strain has been known to 
cleave or split. A nice sale could be a boomerang. 
Maybe you have a license to buy used jewelry. Here is 
a note of caution. Never purchase a stone in a gypsy 
mounting without first unmounting the stone. Many 





There are plenty of jams a jeweler can get into if he 


doesn’t keep his eyes open. Here, an old-timer discusses 


to drill or plate coins. He even frowns on the Practice 
of mutilating them beyond the possibility of Passing 
It costs him money to mint new coins. 

We always tried to impress customers with the im. 
portance of keeping repair, or claim checks. Too large 
a proportion of people without checks will call, and, 
with one excuse or another, demand their repair job. 
We never argued with them, but made almost a cere. 
mony of having them sign a receipt on the reverse 
side of the job envelope or repair tag. In a few cases, 
where repair tags were lost, we foiled a would-be crook 
by presenting the signed receipt, as we have stated. 

Watch your floors carefully to see that there is noth. 
ing to trip on, or especially on rainy days, no water 
on the linoleum to cause a fall. In winter keep your 
sidewalks free of slippery ice or snow. Certain people 









the means of preventing many embarrassing situations. 


a doublet, diamond, sapphire or emerald, has thus been 
palmed off. 

Before the white zircon was too well known, a crook 
put over a fast one on a large part of our jewelry and 
pawnbroker trade. He secured some really fine white 
zircons, about the size of a one carat diamond, and 
mounted them in scarf pins, surrounded with fine white 
dfamond melee. The effect was marvelous. His price 
was very reasonable for diamonds. He cleaned up. 

You will have many honest diamond customers. You 
will always be in a position to entertain some who are 
out-and-out crooks. You will not be able to tell them 
apart at a glance. Give them all your undivided at- 
tention. Watch their hands constantly, as they handle 
your merchandise. If you need something, call an as- 
sistant to bring it to you. Never leave your diamond 
trays unguarded for one second. 

An important procedure to remember, is never to 
accuse a person in your store of theft, even though you 
have actually seen the article disappear into a pocket 
or handbag. Follow the person outside the door to have 
your argument. The idea is, that by a long stretch of 
imagination, they might say anytime before they reached 
the outside of the door that they were merely examin- 
ing and considering the merchandise. 

Buy merchandise from reputable firms only. It will 
pay in the long run. You will thus, always have some- 
one to fall back on in case of a comeback. This is most 
important in many lines, especially so in the case of 
fine gems, unless you are an expert. 

When sending customers’ property through the mails, 
even low priced items, always use insured or registered 
mail. Express, also is reliable. One loss would pay a 
lot of registered fees. 

Remember, too, that Uncle Sam doesn’t allow you 
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will love to sue you on some account like these, and 
usually collect, too. Even if you carry liability insur- 
ance, you still lose in time, worry, and annoyance. 

Another source of annoyance, may also lead to 
trouble. Your friends and customers will ask you to 
loan them money on a piece of jewelry. Do not do 
this unless you have a pawnbroker’s license. This 
makes it very simple to turn them down, just state 
that you have no license. 

Above all keep accurate, if simple books. Religiously 
render unto Caesar that which is Caesar’s. I mean, re- 
port all taxes, federal, state, and sometimes municipal 
sales taxes due, and promptly. We may not like the 
whole idea, but to overlook one item may cause us 
plenty of trouble. 

I need not mention credit accounts. You have your 
system, your credit associations and your collectors. 
Now it is a sweet business to what we pioneers had to 
go through. I hate to think of our early sad experi- 
ence with the “installment” business. They cheated 
us out of our eyeballs. How we ever pulled through, 
I'll never know. 

Good business practice calls for insurance of all 
kinds, most assuredly. Let me tell you of a strange 
and accidental fire, a very bad fire. It was no con- 
solation to the jeweler that he carried fire insurance 
because of the complete mess it left in his place of 
business. It seemed that on this bright sunny Sunday 
morning the jeweler’s loupe lay on the bench up front 
where it received the full benefit of Old Sol. Nobody 
had come down to let down the awning as they would 
have done on a week day. The loupe focussed a spot 
on a watch paper, burning it, as we boys used to do 
years ago for fun. The watch paper ignited other 

(Please turn to page 277) 
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BLUE & WHITE 


In tremendous demand before 1941, ZIRCON mounted 
jewelry has come back to recapture its great popularity and 
is reaching new heights at a spectacular rate throughout 


the entire country. 





This Company, the only stone house specializing exclu- 
sively in GENUINE ZIRCONS, has available for imme- 
diate delivery any quantity of beautiful blues and whites in 
all sizes. Qualities for every grade of jewelry from Sterling 


to Platinum. 





JAMES A. DRILLING COMPANY, Inc. 
2 WEST 46th STREET 
New York 19, N. Y. 


Phone: LOngacre 3-3033 
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‘Treasure Chest of Perfumes 






Attracts Quality Customers 


Two salesclerks are required 
to care for customers at the 
Peacock perfume counter. Mrs. 
Sottman. who is in charge of 
the section, is shown selling 
a three package perfume unit. 


by ROGER LOCKE 


The Peacock store is splendidly 
located in Chicago, with windows 
on two busy streets and additional 
display space within the Palmer 
House hotel which it adjoins. 





HERE is a place for upper-priced lines of fine 
perfumes in the jewelry store, and this fact is 
well demonstrated by the experience of C. D. Peacock, 
Jewelers, Chicago. | 

The Peacock store completed its new “Treasure 
Chest of Fine Perfumes” in late 1945 as an experiment 
in coordinating gift merchandising throughout the 
store. Choice of the new lines was predicated by the 
fact that the store’s rear windows open into the lobby 
of the Palmer House, leading Chicago hotel, where 
many thousands of transient customers are “exposed”’ 
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Peacoeck’s. Chieago. Ill... features 
a wide choice of quality scents, 
stressing the fact that they are 


a natural complement to jewelry. 


daily to perfume displays and because of the predom- 
inance of women customers of the past several years. 

The department, as pictured, consists of two counter 
cases, and two complete wall cases, of five tiers. In the 
inventory are thirty lines of nationally acccepted, fa- 
mous perfumes and toiletries, which the store carefully 
selected and secured by dint of energetic “‘self-selling’ 
to manufacturers. Because many top standard perfume 
lines are tightly franchised with competing outlets in 
the Chicago State St. area, Peacock’s was not able to 
secure every label desired. But enough nationally-ad- 
vertised perfumes to meet most customers’ taste are 
permanently featured. 

‘Perfume has demonstrated itself as a natural tie- 
in with beautiful jewelry,” Mrs. Evelyn Sottman, in 

(Please turn to page 279) 
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One-Item Spot Ads 
Build Traffie For 
Out-of-Way Store 





J. Nelson, manager of Durning’s, New 
Orleans, uses “‘specialty’’ ads in hand- 


picked locations for best readership. 





ee PECIALIZED advertising—offering in each 

advertisement one ‘hot’ item that we are sure 

will bring plenty of traffic—has helped to overcome 

the disadvantage of a location that isn’t as convenient 

: as it might be for customer shopping,” says J. Nelson, 

| sales manager of Durning’s Jewelry Store in New 
| Orleans, La. 

| Durning’s location, two blocks away from the main 

Canal Street shopping district of New Orleans, neces- 

sitated the development of some advertising plan that 

would attract the flow of traffic to Durning’s store, in 

competition with conveniently located jewelry stores. 

Realizing that people love convenience and seldom go 

out of their way, Mr. Nelson began investigating various 

° ideas for bringing traffic flow. Nearly all jewelry stores 

used the regular run-of-the-mill newspaper omnibus ad- 
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By DANIEL MOORE 


vertising. So he decided that his ads would be different. 

The present Durning’s system is to run a number of 
small, one or two-item advertisements, rather than 
lumping all of the jewelry lines offered into one larger 
ad. If four items are to be run—for example, a wedding 
ring, a fountain pen, a glassware set and a cigarette 
lighter—four different ads are prepared. They are 
inserted in whatever newspaper positions Nelson be- 
lieves will be best for the particular merchandise: 
society pages for the wedding ring and glassware set 
ads, sports for the fountain pen so that more men will 
see it and the main news pages for the cigarette lighter. 

All advertised items are specially picked traffic 

(Please turn to page 281) 
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64 West 48th Street 32/34 Holborn Viaduct 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 
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The author (right) dem- 
onstrates to Dr. F. H. 
Pough of the American 
Museum of Natural His- 
tory, how specific grav- 
ity of a stone may be 
determined by employ- 
ing Density Gel Column. 


New Test for Specific Gravity 


Presenting a relatively inexpensive and accurate method 
of determining the specifie gravity of smaller stones through 
the use of the newly developed Hawkins Density Gel column. 


Editor's Note: The author, Dr. A. C. 
Hawkins, received his B. S. from Columbia in 1909, 
his M. A. from Princeton in 1912, and his Ph.D. from 
Brown in 1916. He has had wide experience in the 
field of mineralogy, having taught the subject at the 
above universities. 

In addition, he was an assistant in the mineralogy 
at the American Museum of National History 1909-10, 
cataloging minerals and gems in the Bement and Morgan 
collections. Also, he was connected with the meteorologi- 
cal section of the U. S. Signal Corps, acted as crystal- 
lographer for E. I. duPont de Nemours & Co., taught 
geology at Rutgers, Brooklyn College and City College, 
and mineralogy and chemical microscopy at Brooklyn 
polytechnic Institute. 

At present, Dr. Hawkins is laboratory consultant for 
Cargille Scientific, Inc., New York. 
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by A. C. HAWKINS, Ph.D. 


ESTS to determine the specific gravities of gem 

stones are usually made in water, by the use of 
either a diamond scale, a chemical balance, or some 
more specialized type of balance constructed for the 
purpose. Such determinations may be made _ with 
accuracy on stones of medium or larger sizes; but where 
very small sizes are involved, difficulty may be ex- 
perienced in handling them, and serious inaccuracies 
in the determination may occur. Unless the commercial 
business is large enough to require frequent use of the 
apparatus, the time, trouble and risk of error are im- 
portant factors; and in many cases the inconvenience 
may make it seem scarcely worth while to use the prop- 
erty of specific gravity as a means of identification. 


Hence a simpler method requiring much less expenditure 
(Please turn to page 283) 
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presents new selections of fine Gemstone 


rings ... featuring genuine stones of selected 
gned 14 Kt. Gold and 
Platinum mountings . . . These extensive collections 


_include rings to retail from $25 to $5000. 























Interior of new and enlarged 
Granat Bros. store at Oakland, 
Calif. Diamond and Watch de- 
partments are in foreground; 
new silver department to the 
left and rear. The entrance 
is at lower left of picture. 


Designed to Facilitate Traffie Flow 


RANAT BROS. recently staged the formal open- 

ing of the firm’s newly modernized and enlarged 

store at Oakland, California. From its marble and 

bronze facade through the spacious and airy interior 

to its customer service departments, the store has been 

equipped with the most modern and attractive fixtures, 

designed to facilitate flow of traffic and ease of shopping, 
and to present fine jewelry at its very best. 

The enlarged store occupies more than twice as much 


Modern front of new store 
is of two-tone marble and 
trimmed with bronze. The 
bronze and glass doorway, 
set at angle to sidewalk, 
makes the whole interior 
visible to the passerby. 
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space as formerly at the same location—the corner of 
Broadway and 19th Street—the center of Oakland’s 
finest shopping district. The increase in size has made 
room for completely new silver and gift departments, 
and allows much more space for the existing diamond, 
watch, and gold jewelry departments. In addition, sev- 
eral customer service departments for diamond-setting, 
engraving, watch and jewelry repairs have been estab- 
(Please turn to page 286) 
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Pap and His Pap hibems Him 
— Did It This A’way 


An old Tennessee mountaineer was riding a 
sad-looking mule down the mountainside — 
bound for the crossroads grist mill. 


A muslin bag hung on each side of the dilapi- 
dated saddle. One bag was filled with corn; 


the other with rocks to balance the corn. 


A surprised stranger asked the mountaineer 
why he did not throw the rocks away and bal- 
ance the weight of the bags by putting half 
the corn in each sack. 


The mountaineer spat a yellow stream, con- 
sidered for a moment and then drawled: “My 
Pap carried his corn this a’way—and his Pap 
afore him. It’s good enough for me.” 


, 


Don’t laugh! 


What earthly reason can there be for carrying 
a heavy diamond inventory other than the fact 
that it has been customary? 


Certainly no one can get any pleasure from 
paying heavy interest charges, heavy insurance 
costs and spending a lot of money in selecting 
and assorting loose diamonds. 


Not when you can buy your diamond rings 
under the Schless-Harwood System in straight 
sizes at rock-bottom prices. You buy only what 
you need, keep your capital in liquid form, use 
all your efforts in selling and keep all your 
profits. 
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The "hill-billy'’ musicians enjoy their 
performance as much as their audiences 
which perhaps accounts for popularity. 


by P. R. RUSSELL 


Mountain Musie ‘Sends’ His Customers 


Sends them right to his store. 
that is. and selis E. A. Harrison 
on value of weekly “hill-billy”’ 
jamboree on his Saturday night 


radio program. 


A favorite of the jamboree patrons is 
T. C. Smith's Washboard Band with Smith 


behind his ingeniously - mounted board. 


FTER twelve months, Edwin A. Harrison, manager 
of The Jewel Box, 247 Main St., Johnson City, 
Tenn., is completely sold on at least one way of reach- 
ing the most people in the store's trade territory—a 
Saturday night radio program featuring “hill-billy” 
music and known in a 150-mile radius of East Tennessee 
as the “Jewel Box Jamboree.” 

Each Saturday night an eager crowd fills City Hall 
to the limit (it seats 2000) and for two-and-a-half hours 
listen to the music of from five to ten bands. Thirty 
minutes of the program is broadcast over the local radio 
station and an announcer for The Jewel Box reads the 
customary number of commercials for the store. This 
is the only direct advertising done by The Jewel Box 
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during the entire show, according to Manager Harrison. 
Two or three times monthly display ads appear in local 
newspapers calling attention to the “Jamboree’’ and, 
particularly, to some feature scheduled for the next 
show. 

Actually, every person attending the Jamboree pays 
admission: 25 cents for children and 50 cents for adults. 
But every cent collected goes to the Johnson City Park 
and Recreation Board to be used for the city’s recreation 
program and improvement of park facilities. 

Advertising men from Maine to California and Wash- 
ington to Georgia abhor hill-billy programs, but they 
are compelled to admit that probably more people in 

(Please turn to page 288) 
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Continuous consumer demand 

is created for Cardinal Bonded 
a Diamond wedding and engage- 
= ee ment rings, through the beauty 
and brilliance of each Cardinal 
Diamond Ring . . . through the 
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Bauman-Massa Jewelry Company E. Bastheim & Company M. B. Barkan Company 
St. Louis, Missouri Los Angeles, California Milwaukee, Wisconsin 
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An example of an attention. 
getting window designed {o, 
Father's Day by the author, 
Note the fact that although 
there is considerable mer. 
chandise shown, the effect 
is not one of great crowding, 
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War Taught Many Display Lessons 


But from the present onward inereased attention must be 


paid to window displays in order to attract the public, 


since the displays of other enterprises will compete. 


BELIEVE that 1947 and forthcoming years should 

be marked by increased attention on the part of 
jewelers to window displays—against the background 
of war experience which proved just how potent these 
may be in maintaining sales volume. 

In our store, I have discovered that sales volume on 
specific jewelery items is in direct relation to window 
display—providing such displays are distinctive enough 
to hold the customer's interest. During the war, jewel- 
ers were not as hard hit from a merchandise stand- 
point as other retail businesses, and, therefore, we were 
able to maintain window displays which caught atten- 
tion during the entire period. Of course, we had to 
use more ingenuity, but since there were fewer mer- 
chandise windows elsewhere to compete with, we got 
more attention. Where there was no domestic sterling 
to offer, there was always a variety of imports, and 
where watches were not in stock, we had costume 








jewelry, rings, etc., to substitute. 
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by RAY LARSON, Display Manager, 


Hess-Culbertson Jewelry Co., 
St. Louis, Mo. 
, 


We have spent far more money on window displays 
during the war than in the years previous for several 
good reasons. First, sales volume was better, allowing 
a larger percentage to be devoted to window display. 
Second, jewelry-store windows received far more at- 
tention from the public, who, unable to buy other things, 
purchased jewelry. Third, comparatively-limited stocks 
in each specific line required better planning, better 
use of props, etc., to keep the windows at maximum. 

Through better spending, we have learned more about 
what we can do with jewelry window display. I be- 
lieve that windows in jewelry stores all over the country 
are in better shape than they were before Pearl Harbor— 

(Please turn to page 296) 
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Plan ahead, 
for YOUR 


Imperial Gustomers _ 


5. No. Wahash Avenue 
Chicago 
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Hesistered and Insured 


ADVERTISED 


more than all 


other cultured pearls 


In 1947, as in years past, Imperial 
Cultured Pearls will be knewn 
more, admired more — and 
purchased by more people: — 


than all other cultured pearls. 


IMPERIAL PEARL SYNDIGATE 


Gvée siiii me aaaiil 607 Se. Hill Street 
New York Los Angeles 




















Opening day at Perel & Lowenstein 
saw large crowds in attendance, due, 
in large measure, to issuance of the 
firm's Spring catalogue at same time. 


P&L's new appliance center is located in the 
store's basement. A great variety of merchan- 
dise is featured there, and it proves popular. 


eS sense of timing was shown by Perel & 
Lowenstein, Memphis, Tenn., jewelers, when 
they scheduled the opening of their completely remod- 
eled store to coincide with distribution of their annual 
catalogue. 

With a front footage of 79 feet on Memphis’ Main 
St., the firm now has more main floor selling space than 
any other jeweler in the area. In addition to the large 
sales area, the newly-refurbished store boasts a foyer 
with a mirrored ceiling and a terazzo floor, a flexible 
metal awning (the only one of its king in Memphis), 
an inter-store communications system connecting all de- 
partments, a pneumatic tube system connecting all de- 
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Store Modernization, Enlargement 


Provides for Many New Departments 


Perel & Lowenstein, Memphis, 
Tenn.,. jewelers, now boast 

of 40.000 square feet of 
selling space and many new 


econvenienees for customers, 


by ELLEN COLLIER 





partments with the cashier’ office, and a combination 
heating and air conditioning system which operates the 
year ‘round. Also, the store is wired for music, pro- 
viding a soothing atmosphere. 

More than 40,000 square feet of selling space are 
included in the newly remodeled Perel & Lowenstein 
structure, including the main floor area and a large 
electrical appliance sales area one flight down in the 
basement. 

In addition to the diamond, watch, jewelry, silver 
and gift departments, P&L have added a complete line 
of cameras, photographic equipment, luggage, electric 

(Please turn to page 313) 
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Jeweler Takes Initiative 


With Sound Credit Policy 





PAUL E. MORRISON 


Despite the demise of credit 
eontrols on jewelry items, 
Paul Morrison of Kalamazoo, 
Mich.. decided to continue 


the spirit of Regulation W. 


This letter was sent to all of 


Mr. Morrison's customers. 


LTHOUGH the Federal wartime regulation W as 
applied to jewelry store merchandising has been 
suspended, most of the established stores, both jewelry 
and non-jewelry, in Kalamazoo, Michigan, will con- 
tinue most of the regulation’s essential provisions due 
to the leadership of Paul E. Morrison, jeweler, at 356 
S. Burdick Street. Mr. Morrison has a national reputa- 
tion as a leader in the field of sound credit practices and 
legislation in Michigan. 

“I advocate a sound credit policy of a conservative 
nature,’ Mr. Morrison states. “We must not overload 
the buying public with time purchases or it can be the 
ruination of the country. 

“We like the policy of requiring a down payment 
of one-third the sales price and we are going to main- 
tain it in spite of the fact that Regulation W no longer 
applies.” 

Because of his leadership in the credit field, most 
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merchandising establishments in the community are 
following suit. The practice of allowing credit for 30, 
60, or 90 days with special contracts not to exceed six 
months is being continued. 

To clarify the situation for his clientele, Mr. Mor- 
rison has sent the letter reproduced herewith to his 
mailing list. Under the heading: 

“A Restatement of Credit Policy,” the letter reads 
as follows: 

“In keeping with sound credit practice our store 
takes this means of acquainting you with our credit 
policy. 

“A. Statements will be rendered the first of each 
month, listing all charge sales to your account for the 
previous month. _ 


“B. The account will be due and payable on the 10th 
of the month. 
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23) SIZES AND SHAPES are produced mechan- 
ically and diamond cut; every operation is per- 


formed on specially designed precision machine 


tools. 


UNIFORM THICKNESS — Every stone in every lot is 
identical in thickness. 


UNIFORM BUFF RADIUS — The radius of every buff 
top stone is identical with every other. 


ACCURACY OF SHAPE and FIT — Whatever the size 
or shape ordered, every stone is uniform, as the 
result of special machine tools engineered for each 
size and shape. Every stone will fit its setting per- 
fectly; can be set easier, quicker, better. 


Each “TRUBLAK” Black Onyx Ringstone is perfection itself. Its permanent, fade-proof, black color, its size, shape, thick- 


ness and finish is unreservedly guaranteed. Manufacturers whose first consideration is quality of their own merchandise 


cannot afford to use any other stones. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


F ik, 
ADOLF MELLER 





Conyoany 


387 CHARLES STREET «= « «@ -« 


PROVIDENCE 4, RHODE ISLAND 


America's first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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“C, All accounts not paid by the 10th of the following 
month will be considered as past due and in default. 

‘“‘Use your charge account in our store as a shopping 
convenience. 


“YOUR SUGGESTIONS AND QUESTIONS ARE 
INVITED.” 

It is expected that similar statements will be issued 
by other Kalamazoo establishments. 

One of Mr. Morrison’s most prized possessions is a 
shield presented to him by 200 businessmen and bank- 
ers of the community after he had sponsored and eleven- 
week course on the ethics of retail credit. It reads: 

“To Paul E. Morrison, in appreciation of his unselfish 
efforts on behalf of all credit grantors . .. his inspired 
leadership as the first president . . . Kalamazoo Retail 
Credit Association . . . 1944-5 . . . Presented at the 
annual meeting . .. June 1, 1945.” 

One of the amusing sidelights of the presentation is 
that when the Peacock Jewelers were commissioned to 
prepare the hand-hammered sterling silver plaque, their 
representative commented, “Well, tell Paul that if the 
engraving isn’t right, he should bring it back and we'll 
do it over.” 

This is an illustration of the fact that in addition to 
his reputation in the credit field, Mr. Morrison is also 
highly esteemed as a craftsman. It was in fact his 
skill as a watchmaker and a jewelry craftsman which 
enabled him to build his establishment to its present 
leadership in the southwestern part of Michigan, with 
a patronage which extends all over the country. 

He had worked in other stores for years and finally 
started his own “hole in the wall” watchmaking shop 
with jewelry as a side-line. In 1934 Mr. Morrison 
opened as a full-fledged jewelry store and two years 
later began at his present location. 

Through all the years Mrs. Leona B. Morrison 
worked right with him in the business. Two years ago 


by SELMA WINEMAN 


Interior of the Morrison 
store presents an attrac- 
tive, dignified aspect. 
Note light arrangement 
over jewelry counter. 








Mr. Morrison decided to make this arrangement official 
and made his wife a full partner in the businegg. She 
has full charge of the office staff and also keeps a 
supervisory eye on the rest of the store in Mr, Moy. 
rison's absence. 

Much of the Morrison reputation, both locally and 
nationally, is due to the unusually high quality of mer. 
chandise carried. He specializes in gemstone jewelry 
and currently owns one of the world’s finest Canary 
diamonds, weighing 6.39 carats. It is a kite-shaped 
stone which he reset from its old French setting into , 
modern one. 

Other rare gemstones are skillfully set, often in yp- 
usual color combinations, which he personally mounts, 
often to special order. 

The finest watches are also a part of the standard 
stock, including such makes as Patek-Philleppe, Moya- 
do, Omega, Girard-Perregaux, Hamilton and Elgin. 

Morrison’s is one of the few jewelers in the country 
to carry grandfather clocks. ; 

When it is pointed out to Mr. Morrison that Kala- 
mazoo is, after all, a town of only about 60,000 people 
and that such high quality merchandise would seem to 
have a small market in such a community, he comments: 

“There is an appreciation of fine merchandise in any 
community. All that is required is courage in display- 
ing such goods. We need courage too and faith in our 
own business and we need to know what we are talking 
about and must be able to bring out the finer points of 
quality to the customer while we are talking with him.” 

Although the Paul E. Morrison jewelry store was 
set up ten years ago, it has many ideas which are just 
now being used by new and remodeled firms all over the 
country. As a matter of fact, the store as well as its 
methods of operation have served as a model for those 


in Kalamazoo. 
(Please turn to page 295) 
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uby SHAPES IN STOCK FOR PROMPT DELIVERY — 
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Baguette, triangular shapes or special sizes | 
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Prices compare most favorably } 


with Pre-war levels. 
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ee Institutional ads, in the form of large billboards 


make Gensler-Lee and "Diamonds" synonymous 


Concentrated Promotion Plan 


Doubles Sale of Diamonds 


Occasionally diamond merchandise is 
shown on Gensler-Lee billboards, but 
ee RE Ee “Re aah UDGING by newspaper advertisements and win- 
dow displays, most jewelers distribute their sales- 
promotion money over their various lines on a depart- 
mental volume-percentage basis. Seasonal’ items are 
promoted with such regularity that it is almost pos- 
sible to tell the time of year by noting what merchan- 
dise currently is being featured. Graduation watches 
and pen and pencil sets share honors in June with wed- 
ding rings and bridal silver. Costume jewelry is syn- 
onymous with Mother’s Day and wallets are just as 
| pat for Father. Each month has its birthstone ring; 
| H Christmas is a carnival of gift ideas—ranging from dia- 
| am monds and watches to pressure cookers and radios. 
| . 7 The frequency with which departmentalized promo- 
: a tions appear in advertising columns and in store win- 
dows, is, in itself, one of the best arguments that can 
be named in its favor. The theory must be right, basi- 
cally, or so many wouldn't be upholding it. However, 
when a jewelry store does dare to be different, by 
ae disregarding tradition and launching out on a promo 
wy CALIFORNIA tional idea of its own, often it achieves distinction by 
- Vf its very uniqueness. And this, precisely, is the point 
7 where Gensler-Lee of California enters the discussion, 
Mh | re for this 21-unit “family” of stores has done just that! 
| | — Up to ten years ago, Gensler-Lee advertising fol- 
lowed the standard pattern. Each department received 
its proportional share of the budget; the major gift 
seasons were played religiously with specially selected 
items. But in about the year 1936, this firm’s advertis- 
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Gensler-Lee advertising sells the firm 





name, builds prestige and sells diamonds 3 


without mentioning prices or sketching 


pictures of the actual merchandise. 


ing policy began to change. Gensler-Lee started to 
specialize in promoting diamonds. 

In arriving at the decision to take what later turned 
out to be a revolutionary step, Gensler-Lee’s reasoning 
ran something like this: Many of the items carried by 
us (Gensler-Lee), and by other jewelers, could be pur- 
chased just as advantageously from general-merchan- 
dise stores. There is one item, though, that, under pres- 
ent set-ups, properly belongs to the specialty jewelry 
store exclusively. That item is, of course, diamonds. 
It takes a lifetime of study to really know diamonds. 
The diamond expert is found only in the jewelry store, 
because that is where he belongs. Therefore, thinking 
people always will buy their diamonds in jewelry stores 
to take advantage of his expert knowledge. The ordi- 
nary customer doesn’t know diamonds, and so must de- 
pend on somebody who does. We (Gensler-Lee) are 
diamond experts. People have confidence in us. Why 
should we not, then, use the bulk of our advertising 
to bring people into our store to sell them diamonds, 
since that is the one item in particular which can’t be 
merchandised as well in a department store? When 
they come in to buy diamonds, they will quite natu- 
rally buy our other items, too. Therefore, these other 
items don’t need to be advertised. They will sell them- 
selves, 

Just to be sure they were on the right track in start- 

(Please turn to page 310) 
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Above—Little more than this bril- 
liant-cut diamond occupied a full- 
page ad—the Gensler-Lee firm 
was not mentioned at all. Below— 
Another typical insertion was il- 
lustrated with a small figure, 
stressed the firm's sales record. 
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Promotion Features 
Watch Service Plan 
Akin to Insurance 
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PROMOTIONAL idea which has had sensational eat © once 
results in the first six months of its operation is . = 
the “National Watch and Service Club” originated by “ao Dom ty 
M. H. Collins, of San Bernardino, Calif. ‘. 
Started late in the summer of 1946, the club now | bipreedia 
. sn ts Reccicg SE VI ; ~~ TORK Cy t 
, ff = re komity: 
numbers over a thousand members, each of which has im ete rerargetaee © AGREEM py > 
e e ° ° . 9 * a el ee eo oe ee 
the privilege of having their family’s watches (up to. tree Atom a eyes or pn 
Sey (hag OY Acton aught vig site 
three in number) cared for over the period of one , Porat Laas « gg (2 FO gg 


Advertising "throw-away" outlining 
features of Collins’ "service club”. 


Enthusiastie public response received by jeweler who offers 
to keep up to three watehes in repair for a year for a 


nominal sum; over a thousand members enrolled in six months. 


year. The service includes all watch parts, crystals, by MARK McMILLIN 
labor, and cleaning and tightening stone set rings and 


jewelry. The fee for membership in the club is $12, 
J y , — ership in the club is § in southern California. He has a constantly augmented 


annually. ; . 
stock of thousands of American and Swiss watch parts, 


The new service (which has been copyrighted by ' ; ; 
Mr. Collins) has met with an enthusiastic public re- Ey Ry a Ge es 

The copyrighted plan has been approved by the 
Securities Board of Califonia, and is looked upon favor- 
ably by the city Chamber of Commerce. The plan is 
available to other jewelers throughout the country, and 


arrangements for local use may be made by contacting 


sponse, for two probable reasons: first, it is a form of 
insurance, and secondly, it appeals to people who feel 
that they may have been overcharged for unsatisfactory 


watch repairs in the past. 


LARGE, WELL-EQUIPPED SHOP Mr. Collins at 466 Highland Ave., San Bernadino, 

Undoubtedly, however, the “club” has met with suc- Calif. | 
cess primarily because Mr. Collins is a well-known, Employing eight watchmakers and jewelry manufac- 
reliable jeweler with twenty years standing in the com- turers at the present time, the Collins shop checks all 
munity. Also, he has one of the largest and best- watches left for repair on a mechanical time-recorder, 
equipped watch and jewelry plants east of Los Angeles with the owner supervising all work. 
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A WINDOW FOR THE COMING MONTH 
(From page 201) 





board and covered with green silk or velvet. They are 
rich looking and particularly suitable for displaying 
small jewelry pieces, but are, of course, much more 
trouble than the glass cloth cutouts suggested above, 
The shamrock shape is a little intricate for covering 
unless you’re pretty expert! 

A green top hat which is also symbolic of the day 
can be made from green showcard board in varioy, 
sizes and used as elevations for party accessories 9; 
cornucopia style spilling out gifts and novelties. 


St. Patrick’s Day table settings can also be featureg 
in the window and inside the store. For one of these, 
small pots of real shamrock which your florist should 
be able to get for you would make an unusual center. 
piece. Little clay pipes can be shown as favors, 


In planning such holiday windows as these, it is wise 
to bear in mind that while they may be primarily mer. 
chandising windows—promoting specific items suitable 
for the occasion—that is not their whole purpose. For 
example, you would hardly expect that a window of 
emeralds on March 17th would bring in a rush of Irish- 
men all intent on purchasing emerald rings for their 
colleens, but such a display will attract attention and 
comment and will place additional impressions of your 
store and your merchandise on the minds of many people 
who eventually will be in the market for a gold locket ora 
silver bowl or an emerald ring! Customers can be made 
or lost in the handling of one transaction, but more 
often they are made and held by the cumulative force 
of many favorable impressions—of your sales people, 
your merchandise, your advertising—and your windows. 


In the jewelry business where unit sales are generally 
high in price and infrequently made by the individual 
customer—the accumulation of favorable notices is par- 
ticularly important. If Joe Jones doesn’t think of 
Smith’s store today when he buys a can of tobacco, he 
may think of them next week when he will need an- 
other other can. But if he doesn’t think of your store 
today when he buys a diamond for his bride-to-be, the 
chances are there'll never be another chance to sell 
him a diamond! 

People like to deal with a store that is friendly and 
makes them feel at home and at ease. Timely, informal, 
friendly—even humorous—windows are like a smiling 
face of welcome on your store front. 


ee 


10,000 PIECES OF DIRECT MAIL MONTHLY 
(From page 205) 


uncut diamonds, ring remodeling, mounting services, 
etc. All are mailed the second Monday of the month, 
and do not follow a definite schedule. Rather than try- . 
ing to schedule specific items for particular periods of 
the year (exclusive of Christmas, of course). Mr. 
Mennemeyer makes up his postcards on a timely basis, 
gauged against the availability of specific merchandise, 
popular trends in jewelry purchasing, etc. He keeps 
a close pulse on what’s moving through jewelry circles 
by checking with wholesalers and watching his cus- 
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tomers’ reaction to particular advertising. As a 
result, Mennemeyer direct mail is always up-to-the- 
minute from every standpoint. 7 

The penny postcards, as shown herewith, are all 
roduced by an agency, and each tells the complete 
story of the one item featured. A sportsman’s watch, 
for example, featuring a sweep second-hand, anti-mag- 
netic fluxing, 17-jewel movement, luminous numerals, 
etc., brought in so many customers that the entire stock 
was wiped out in a few days. Scratchboard drawings, 
single colored cuts, etc., are run in regularly. The cards 
are never simply a mass of type or handwriting, such 
as has often been the case with penny-postcard direct 
mail. Many of them resemble playing cards, party in- 
vitations, and other features calculated to catch the 


P 


recipient's eye. 

The folders, which are used for spring, graduations, 
and during November and December, are likewise 
colorful, with plenty of emphasis on fine quality, and 
merchandise drawn directly from the stock. Mr. Menne- 
meyer finds that his sales are directly proportionate 
to the beauty of his direct mail pieces, and does not 
stint. Preparation costs average anywhere from $118 
to $245 per month—with the average something like 
$177. This is exclusive of mailing costs, naturally. 

“The proof of the pudding is in the eating,’ Mr. 
Mennemeyer says. “Our best demonstration that direct 
mail pays is the fact that so many customers walk in 
with a folder or penny postcard in their hands. When 
we began sending them to students of girls’ colleges, 
there was an immediate upturn in collegiate jewelry. 


There. is no doubt in mind that direct mail has made up 
for the lack of display windows.” 

The St. Louis store has used this system ever since 
1932, when Mr. Mennemeyer started out with a list 
of 1500 names. It will be held to approximately 10,000 
in the future, a number which Mr. Mennemeyer con- 
siders adequate. 





DIVIDED FOR SELLING... 
(From page 207) 


i 


the store is especially proud. Also housed on the main 
floor, it is adjacent to an inviting waiting room, all 
glass enclosed, and elaborately furnished. 

The service department is likewise segregated from 
the selling section of the main floor. There facilities are 
provided for the watch repair and jewelry departments, 
corrections and adjustments of merchandise, etc. With 
two persons always in charge, this convenience is one 
of the store’s outstanding features and has done much 
to increase its reputation for satisfactory service and 
pains to keep the customers well pleased with any pur- 
chases made. 

The exterior is especially inviting, its two-story front 
imparting an institutional effect. Made of pre-cast 
granite and structural glass, the front is far more im- 
posing than the average store. Sightseers are attracted 
to the glass top show windows which further increase 
the width of the lobby thus providing plenty of room to 
walk around in and inspect the merchandise from every 
vantage point in a front 30 feet deep. 
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Because of the unusual innovations from the standard 
ideas on store layout and the inviting physical appear- 
ance, Telchin has had favorable comment from others 
in the trade on his accomplishment. 

The following concerns executed the work: Roth 
Buerman of Newark, N. J., did the general construc- 
tion; Criterion Woodworking Co. of the Bronx, N. Y., 
the fixtures; Slater’s, of Newark, the floor covering, and 
Dave Royter, of Brooklyn, the photographs. 

The opening of the store marked the fruition of plans 
long developed by the late Mortimer S. Abelson, brother 
of Hyman M. Abelson. “It was one of his personal 
dreams,’ explained Hy Abelson. “We had long wished 
to carry it out but circumstances beyond our control 
prevented us from completing it sooner. The work was 
started February 1 and finished about October 1. It 
enabled us to move from our former narrow quarters 
to our own building next door at 855 Broad St. The 
response received so far from our patrons has shown 
that the investment and effort has proved worthwhile.” 

Abelson’s maintains eight other units throughout New 
Jersey and one in Rochester, but keeps its main head- 
quarters at the Newark store. 





FIRST STEP IN STORE PLANNING 
(From page 209) 


area by assessing the average sum paid for rent. Rental 
figures, this jeweler reports, are available at real estate 
offices or may be compiled from state and local govern- 
ment statistics. 





Having now a reasonably accurate estimate of the buy- 
ing power of persons who might shop at the Proposed 
store, and an idea of the volume sales rung up by com. 
peting jewelers as well as non-jewelry stores (import- 
ance of the non-jewelry figures shows up when the total 
volume sales figure is compared with the total dollars 
available for buying), the chain operator has a pretty 
clear idea of what kind of business he may expect to gy 
in the location surveyed. There are other factors to be 
considered, however. One is whether or not the buyi 
power of the shopping community is likely to drop, 
increase, or remain constant. 

Another trip to the courthouse is made for further 
study of local government statistics. These show whethe; 
population of the area is on the increase or whether jt 
is decreasing. If the statistics show a decreasing trenq 
the site is marked “bad bet” and another study jg 
undertaken. But if they show that more _potentig) 
customers move in every year, then the assumption js 
that buying power will increase and the check list iy 
marked “good.” (There is one additional advantage ty 
the study of probable customer buying power this 
operator has found—from it a guess at the buying 
habits of customers may be had. If the shopping area ig 
high-income more expensive items will go well. If it is 
low-income only a popular price store will thrive). 

Volume of traffic is vital. The number of persons who 
pass a proposed store site on foot and in automobiles is 
not conclusive however; what clinches the matter is the 
destination of passers-by. Are they largely office 
workers hurrying to and from work? Or are they real 














Any Diamond... 
Speedy on-approval Service 





Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave. 
New York 19, N. Y. 
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If a suburban shopping area is under study a check 
of the parking facilities in the immediate vicinity of the 
proposed store site should be made. Having close-in 
parking areas is more important in a suburban location 

downtown spot because suburban shoppers 


than in a 
usually choose the neighborhood store over the downtown 


store largely because it is more easily accessible. These | 


shoppers are not likely to buy at any store located too 
far from the parking area. 

Where on the street itself is the store site? A corner 
location is always better. It is exposed to customer traf- 
f2 from two directions, is more easily seen, has greater 
display opportunities. On almost every shopping street 
one side enjoys more traffic than the other. This is the 


“buy side,” and a location on it is preferable to the | 


opposite side. 

Is it the side accessible to customers without auto- 
mobiles? If public transportation lines pass by the 
store—good; if it is at a transfer point where potential 
customers must leave one street car or bus and wait 
for the arrival of another—better. 


Always important is the relation of rent to estimated | 
sales of the future store. No matter how choice the loca- | 
tion, how high the buying power of trading area residents, | 


or how favorable other factors may be, if the rent takes 
too large a slice of the estimated volume of sales figure, 
it is wise practice to look for another location. 


If the site under study is in a shopping area, chances 
are it has been occupied previously by a retail store. 
Why isn’t it occupied now? Did the last store fail? The 
one preceding it? If the site has a long history of store 
failure behind it the wise merchant thinks ‘three 
times before opening his store there. Perhaps previous 
failures were due to causes other than poor location. It 
is a good idea to make sure on this point. Other mer- 
chants in the area will know and a few will always talk. 

A careful study of all the factors governing selection 
of a store location will insure that your new store won’t 
fall into the 28 per cent of retail failures that occur be- 
cause of poor site-study. 





CAMERA CENTER DRAWS "SHUTTERBUGS" 
(From page 211) 


Eastman Kodak, Argus, Ansco, Solar and Wabash. Mr. 
Nevitt laughingly contends his department provides the 
amateur and the professional every conceivable photo- 
graphic supply except the model. 

The second floor store, which uses nearly 1250 square 
feet of space, is streamlined in every detail. Wall cases, 
shelves, and counters are all of blond oak to match the 
furnishings of the jewelry store on the lower floor. The 
wall cases and counter show cases were designed by the 
Eastman Kodak Company and its recommendation for 
the ideal photographic supply store. There are glass 
shelves in the wall cases, lighted indirectly, for the dis- 
play of every type of camera, kodak, color slide pro- 
jector, album, and frame. The glass counters permit 
display of more photographic supplies and have several 
opal glass panels of different picture sizes which are 
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lighted and used to view color slides and other trans- 
parencies. 

Along the banister of the stairhead is a display of 
enlargers of all makes, and along the wall opposite these 
enlargers are motion picture screens set up to show their 
size. Tripods of every description flank the banister on 
the other side of the stairhead, and developing tanks and 
photograph printers are displayed with the projection 
screens. The “Camera Center” also carries a large selec- 
tion of movie projectors placed on wall shelves. 

The blueprints for the “Camera Center” include a 
clubroom and projection room. This small room, yet 
to be finished, will be indirectly lighted and will seat 50 
people. When completed, Clingingsmith’s will be one of 
the few stores offering club room facilities to camera 
fans for the showing of color and black-and-white films. 

In the way of dark room facilities, Clingingsmith’s 
“Camera Center” offers one-day service for black-and 
white photograph finishing and three-day service for 
color finishing and printing. 

The store’s front, on Main Street near Ervay’s busy 
intersection, is being finished in polished red granite, 
while the new circular lobby in front of the large Hercu- 
lite glass doors permits ample room for prospective 
customers to view nine small show windows. Showcases 
and display glass counters inside the store are trimmed 
with blond oak to blend with the pastel blue plastered 
walls which reflect the concealed indirect lighting. 

Strains of soft music from strategically placed phono- 
graph loudspeakers throughout the store greet the cus- 
tomers. Mr. Clingingsmith believes these strains have 


a soothing effect on customers and at Christmas time add 
much to the holiday spirit. Waltzes and minuets, most} 

by string ensembles, are played and the melodies, he saan 
have an enduring quality for creating the restfy] mood. 


The Clingingsmith Jewelry Store has been thoroughly 
departmentalized, with those sections featuring treasures 
of rare beauty nearest the front of the store. Clinging- 
smith’s certified diamonds take the spotlight in the Whole 
display, with the showing of fine American watches ang 
other timepieces playing a close second. Other depart. 
ments are devoted to leather goods, gifts for men, china, 
table silver, and costume jewelry. A large oval-shaped 
glass counter occupies the center of the floor and dis- 
plays sparkling arrays of costume jewelry and necklaces. 
Directly behind this counter, and nearer the rear of the 
store where the business office is located, there ig a 
lurge glass case for all types of silver hollowware. Whey 
the spotlights are turned on this case, it gives a dazzling 
effect to the whole store. 


Of interest to a great many customers are two sets of 
circular glass shelves which add much beauty to the 
store’s interior. These shelves, supported by slender 
blond oak poles, are built from floor to ceiling giving 
the effect of two extra, small rooms. The bottom shelf of 
each set is constructed of mirror. These sets, on each 
side of the store, cover a floor space of approximately 
100 square feet each and are to be used later to display 
silver flatware and hollowware. Inside these “circles” 
Mr. Clingingsmith plans to exhibit sterling flatware on 
lace covered tables on one side of the store and china, 
glass and stemware on the other side. Now, however, 
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because of shortages, the “circles” contain ornamental 
glass ware, electrical appliances and table-model radios. 
These displays, inside and out of the “circles,” are well 
lighted with indirect lighting. 

The Clingingsmith Jewelry Store was started by Mr. 
Clingingsmith 15 years ago with very little capital. Six 
years ago, he moved to his present location on Main 
Street near Ervay in nearly half the space his store now 
occupies. Today, he has an organization of 40 employees 
and features quality watches and quality diamonds. 
Late in November, Mr. Clingingsmith opened a branch 
store in Oak Cliff, a section of Dallas west of the Trinity 
River. The remodeling of the downtown store, together 
with the opening of the branch store, was announced by 
full-page newspaper advertising, as well as by spot radio 


announcements. 


SALES STRATEGIES FOR TODAY AND TOMORROW 
(From page 213) 





one of you are selling . . . or something entirely different. 

The great army invasions of 1944-5 will be exceeded 
by the Great Sales Invasion of 1948-9, when selling 
again becomes competitive in all lines. 

The days of no planning, no training for American 
business are over. Just as the modern army can win only 
when thoroughly trained and completely equipped, so 
will your “luck” in the jewelry business be governed 
accordingly. 


POINT 4: TAKE CAREFUL AIM—SHOOT STRAIGHT 


After you have your words and actions right, then 
point them right. Remember “‘you” is a strouger word 
than “I.” 

That’s why people always tell you, “Don't start off 
a letter with the word I or we.” Well, that’s not terribly 
important; some of the world’s greatest letters have 
started off in the first person. But the theory is right. 
The thought back of a good start always is You—you, 
the other fellow. 

A bad start for a letter—or for a sale—is, “We have 
some stuff that we'd like to sell you.” Better say, “You 
can make money, or save money, or benefit yourself in 
some way, by doing business here!” 

Instead of saying, “I want you to buy this ring or 
watch from me,” say, “You want the best buy you can 
make, don’t you?” Then show how you propose to 
provide exactly that. 

Think, talk and sell on a “you” basis instead of an “I” 
basis; look at everything from the other person’s view- 
point; you'll find your popularity and your sales zooming. 

In New York I heard Dale Carnegie say, “A man is 
more interested in a boil on the back of his own neck 
than he is in 20,000 people starving to death in China.” 

The other night I was over at a neighbor’s house, 
watching them show their home movies on the screen. I 
saw pictures of the man and his wife, their two kids, 
their dog, their front yard, their back yard. It was all 
very well, but I was bored stiff. I wondered why. They 
were nice people; nice home; nice family; nice pictures. 
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I got the answer from their 8-year old daughter. When 
tLe show was over I said, ‘““Mary, what part of the movies 
did you like best?” And little Mary rang the bell. She 
said, “The part I was in.” Why, of course! Don’t we all! 


To truly interest people, put them in the picture; 
make them and their desires part of your sales talk. 


Also use people’s names; remember their names and 
faces. They like it! 


“Shoot straight” means to be honest; no one can be 
_ permanently popular or successful by following a 
crooked or devious path. 


It also means—be brief, shoot straight at the bulls- 
eye. Words are like sunbeams; the more they are con- 
densed the deeper they burn. How many times have you 
listened to people who wandered all around in their talk? 
They didn’t seem to know where they wanted to go, nor 
why, and naturally you can’t follow that kind of bumb- 
ling leadership. 


The Bible tells the Story of Creation in about 400 
words; even fewer for the Ten Commandments. Lincoln's 
immortal Gettysburg address contains only 300 words; 
the Declaration of Independence about the same. No 
wonder folks laughed at the OPA when it issued some 
new orders last year and used 2,175 words to reduce the 
price of cabbage seed! 


POINT 5: PULL THE TRIGGER; ACTION WINS 


No matter how good your merchandise and service 
may be, they won’t sell themselves. No matter how good 
your ideas, they won't sell themselves. No matter how 
good you are, it takes action to get results. 


Without action, all the good sales points herein oyt_- 
lined won’t work. Here is one factor that is strictly up 
to you: get in there and pitch! 


When a good advertising man writes an ad, his first 
concern is for a good headline or a compelling layout. 
One that will attract attention; one that will hit the 
bulls-eye! Every ad man knows he must say or do some- 
thing to catch the other fellow’s interest in the first 19 
seconds. Often the first 10 seconds, or the first 10 words, 
are more important than the next ten hundred. If yoy 
don’t start off on the right foot, you'll seldom finish 
right. 

In the Kentucky Derby one horse sticks his neck oyt 
in front and comes home the winner. In a track meet one 
sprinter breaks the tape and wins; the others are losers, 
In a sales talk, if you don’t start out on a sound and con- 
vincing basis, you won't complete as many sales as you 
should. 

Avoid superlatives, avoid negative and “iffy” thoughts, 
Such things drag the sale, rather than help to advance it. 


POINT 6: WATCH THE KICK 


The harder you shoot, the stronger the recoil or kick. 
Watch that. Here’s where it pays to be warm, friendly, 
human. Have “the voice with a smile.” Some people 
can say no to me and leave me feeling better than others 
do when they say yes. 

Remember, your voice is the carrier of your message. 
If you put it out as an old sour-puss, it will usually come 
back to you in the same way. Be pleasant and people 
will be pleasant with you. 
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One of my old advertising agency friends, Arthur 
Kudner in New York, handled some big accounts and 
was a smart operator. On the walls of his office in Rocke- 
feller Center was a framed quotation, the basis of his 
success in merchandising. Was it something from Plato? 
Or Aristotle? No, it was not even from Ben Franklin’s 
Almanac. It was from the World’s champion hog caller 
out in Missouri: “You've got to have appeal as well as 
power in your voice. You’ve got to make the hogs think 
you have something for them.” 

Sometimes how you say it is more important than what 


you say. 
To get repeat business, to bring*the same customers 


back again and again, is most important; and this re- 
quires fair and friendly treatment. 

That was true yesterday, it is true today, it will be 
true tomorrow. Of course, the next few years will bring 
many changes in jewelry and allied lines, but the same 
basic principles will still apply. Your advertised leaders 
may change, your service may change, your ideas may 
change; but you'll still be dealing with human beings, 
for life and business depend on people . . . and people 
and human nature do not change much from one genera- 
tion to another by doing a better job today you will be 
laying the foundation for a better tomorrow. 

(To be continued) 





DISPLAYS IN MOTION MAKE WINDOWS SELL 
(From page 216) 


clever, movable horse and buggy with the comical driver 


who keeps twisting his head. I’m sure you'll spot it 
easily.” To this woman the store has prestige value. 
It is not just another “jewelry place.” 

This type of unusual display helps increase the sales 
of regular customers as well. Someone has said, ‘“Va- 
riety is the spice of good window display work.” If you 
vary the motion from month to month, as under the 
renting method, old customers will make it a point to 
visit regularly the latest exhibit. At the same time they 
will notice your new articles. They have acquired the 
habit of watching your windows, and gradually be- 
come favorably impressed as to the desirability of buy- 
ing their jewelry there. 

R. W. Nelson, owner of Nelson’s Jewelry Store, Mad- 
ison, Wisconsin, testifies to this endearing quality. He 
says people come in and talk to him about the toys. 
Some even offer to buy them. Even youngsters drawn 
by the display come in and buy small items for such 
occasions as Mother’s or Dad’s birthday. They visit 
the window as it changes each month year after year, 
and when grown-up, many become permanent customers. 


He also states that crowds gather about the window 
particularly around nine or ten at night when they are 
jammed in front of the door. And adults are just as 
interested as children. Furthermore, he acknowledges 
the direct effect on his sales of such an advertising tech- 
nique. He cannot furnish any statistical proof but he 
claims that his success is in large part due to this type 
of promotion method. He has used the method for 
twenty-five years. He has used it successfully. 











more than 80 years. 


10 So. Wabash Avenue 








DURING 1947 


Benj. Allen & Co. will continue to render the jewelers of this country 
the same efficient, dependable service they have given the trade for 


During this year more and more of the lines which have been scarce 
or entirely absent will be coming on the market and no place will 
you find them earlier than in our stock. 


You can eliminate uncertainties and worry by relying on this 80 year 
old house and making it your chief source of supply during 1947. 


BENJ. ALLEN & CO., ING. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmith Bldg. 


CHICAGO 3, ILLINOIS 
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Can You Help Me? 








My Display Problem Is: 











by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir. 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Migs 
Dizon is already well known te JC-K readers as the author of 
many stand-out articles.on jewelry store display. 


E are interested in obtaining spun glass for wip- 
dow display purposes. Please advise where we 
can secure this.—G.T.S. 


Answer—Spun glass is manufactured by the Radiant 
Glass Fibers Company, 208 East 27th Street, New York 
16, N. Y. It is also available from the Garrison-Wag- 
ner Company, 1627 Locust Street, St. Louis 3, Mo., and 
through most other display supply houses. 

Spun glass is now obtainable in a variety of very 
lovely colors as well as in white. It can also be had 
in sheet form of various thicknesses and colors which 
can be cut in decorative patterns or on which lettering 
or other art work can be applied. (This material is 
suggested for the shamrock leaves in the Window of 
the Month elsewhere in this issue). 

One word of warning however! . . . anyone han- 
dling this material should wear gloves as the tiny glass 
fibers are quite irritating to the skin. 


A™= there any books or publications available on 

the subject of window display for the jeweler? 
Could you refer me to the publisher of such material? 
—G.J.D. 


Answer—As far as I know there are no books or 
publications devoted to jewelry display exclusively and 
there ‘is a scarcity of any good material on display in 
general. 

“Selling Through the Window,’ by H. Trethowen, 
published several years ago by Studio Publications, is 
about the most recent book-on the subject. It is quite 
profusely illustrated including some jewelry displays. 
The handling of displays has changed so radically in 
recent years that what other books there are, are quite 
outdated. 

There is a monthly magazine, “Display World” pub- 
lished in Cincinnati, Ohio, devoted to the display pro- 
fession—illustrating and describing all types of display 
work with photographs of current windows—department 
stores predominating. Display materials of all types 
are advertised. 


UR store window is so light that practically all 
fabrics, even the expensive, are ruined after one dis- 
play period. I would like the address of some place 
where I can purchase display paper material that looks 
like velvet for mats, and so forth. I notice such mate- 
rial used in the better novelty and department stores— 


C.J.S. 


Answer—There are many novelty papers available 
now which are extremely attractive and practical and 
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certainly more economical to use than fabric when win- 

are extremely sunny. Some are quite hard to 
S iaaedel from fabric! The velvet paper of which 
ou speak is called Veloursheen or Velurtex or a similar 
te depending on the manufacturer. There are also 
pe surfaced papers in both plain and patterned de- 


signs. There are homespun and monks’ cloth textures 


as well. 

For covering large window areas, particularly back- 
grounds, 
texture in many colors in 85 and 107-inch widths. These 
extra width papers can also be had in stripes and with 
embossed seasonal designs. All kinds of printed and 
embossed patterns are done on narrower width papers— 
96 in. to 50 in. . . . stripes of all width, stars, snow- 
flakes, flowers, polka dots, spatterdash . . . practically 
anything you can suggest! And then, of course, there 
are always wallpapers. Extremely attractive and dec- 
orative windows can be worked out with clever use of 
these papers . . . if carefully planned, they will not 
look too “papery” or cheap for jewelry merchandise. 


For other display effects there are the papers that 
simulate everything from old leather to marble, includ- 
ing, of course, a wide selection of woodgrains. And for 
glitter and shine, there are the metallic foils in silver, 
gold and many colors. These should be used cautiously 
with silver, gold or other metallic merchandise. 


Write for catalogs and names of nearest distributors 
to any of the following firms:—Bulkley Dunton & Co., 
295 Madison Ave.; Coy Disbrow, 686 Greenwich St.; 
Timbertone Decorative Co., 15 West 24th St.; Dingle- 


there are the Noseam papers—smooth mat. 


man-Wolff Co., 112 West 42nd Street; Facil Fabrics 
Corp., 111 West 24th St.; all New York. 


SHOPPING NOTES 
pr BEQUES ee in planning jewelry displays, it 
seems that a picture is what is needed to tell the 
selling story simply, directly and colorfully. Unfor- 
tunately it is not usually practical or economical to 
commission an artist to paint what we have in mind just 
for this occasion! But there is such a wealth of pic- 
tures already painted that it is frequently possible to 
find something that will fill the bill very adequately. 
By the same token, pictures we see often suggest ex- 
citing windows to be built around them. 

There are on the market now extremely good re- 
productions of many, many fine paintings at very rea- 
sonable prices that should fit in any display budget. 
The distributors of these prints generally have cata- 
logues available listing their selections. A collection of 
these catalogues can prove excellent source material 
for future windows. 

The Museum of Modern Art, 11 West 53rd Street, 
New York, have a fine selection of modern reproduc- 
tions. The New York Graphic Society, 10 West 33rd 
Street, New York, are one of the oldest in the business 
and have a particularly extensive listing of artists and 
subjects. The Associated American Artists Gallery, 
711 Fifth Avenue, New York, have a group of repro- 
ductions of the work of some of their member artists. 
Other sources are the F.A.R. Gallery, 702 Madison 
Avenue, and Raymond and Raymond, 62 East 52nd 





14 K Gold BRACELETS in two-tone of pink 
and yellow as well as white. Designed 


with unusual talent, catering to the finest 
retail jewelers thruout the United States. 
From $25. to. $300. Catalog on request. 
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PRECISION CUT 


SYNTHETIC 
STONES 


he price of cut stones 
should be considered in 
terms of finished ring cost. 


Gatti Precision Cut Stones 
reduce setting time, thus 
are less costly in the end. 
They can be handled faster 
and more safely, because 
of micrometered fit. Ac- 
curate drilling —one or two 
holes—assures perfect 
centering of emblems and 
greater ease of assem- 
bling. 

GATTI’S superb stones SOSe 
meet customers’ demands [:| 





for beauty and stone 
setters’ requirements for i 


flawless fit. Q 
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Street, both New York. The Biltmore Galleries, y. E. 
Fortieth Street at Second Avenue, Miami 87, Fla, have 
a collection of original hand painted oils by nationally 
known artists at unbelievably low prices. 
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DIAMONDS ARE HIS SPECIALTY 
(From page 220) 


ing his diamond advertising. Mrs. Gertrude A. Walcher, 
a key figure in the diamond sales department, who jg 
a Registered Jeweler, is now taking a course in 
gemology. 

“Styling stones to the precise design desired by q 
patron is an essential service of any store featuring 
diamonds,” said Mr. Howell. ““Mrs. Walcher fashions 
the design, makes a wax model, sets the stone in the 
model so the customer may get a preview of the finished 
product. We patiently point out to diamond prospects 
that the chief characteristics of fine diamonds are color, 
cutting and freedom from flaws. Our sales relations 
with patrons for specially-designed diamonds undergoes 
regular improvements. We remember that the patron 
who has a piece of diamond jewelry styled to his per- 
sonal tastes is above-average in intelligence, education 
and income. These persons constitute a selective seg- 
ment of our patronage. It requires an intelligent, tact- 
ful, honest sales relations program to conduct discus- 
sions with this group. They are quick to spot a specious 
sales argument.” 

Promotional pet of the store owner is his window 
display policy which features attractively-dressed, fre- 
quently-changed, windows. Not ultra-modern in design, 
the store’s windows are attractive enough to draw a 
second admiring glance from the most critical eyes. 

Somewhat conventional in his window display in- 
clinations, Mr. Howell utilizes black chiffon velvet as 
a winter backdrop, changes to champagne in the spring 
and gray with watermelon velvet in the fall. Clusters 
of multicolored flowers—poppies, calla lilies, cattails 
and antheriums—contribute a decorative touch. 

The store parades an ever-changing display of dia- 
monds before window shopping eyes, and makes daily 
variations in the window devoted permanently to dia- 
monds. Displayed on special pads, a typical diamond 
display is comprised of five or six engagement and 
wedding ring sets and two or three solitaire diamonds. 

“T think one of the most effective ideas we employ 
in our diamond display program,” said Mr. Howell, 
“is in showing a loose diamond on an open diamond 
paper held in place with a tweezer. We use this idea 
very infrequently bceause to use it too often would 
dim the novelty value, its chief display attribute.” 

On institutional versus specific item advertising, the 
Colorado jeweler takes the solid position that a judi- 
cious blend of both is the most successful policy. His 
idea is to mix stimulating copy featuring store services 
and merchandise (i. e., gratis diamond cleaning and 
checking and free watch regulation and minor repair) 
with specific item copy which spotlights, chiefly, dia- 
monds. Moreover, institutional copy is concerned, pri- 
marily, with diamonds. Radio commercials on evening 
spots—Wednesdays, Fridays and Sundays—pursue the 
same strategy. 

Cecil Howell has a one-track mind as far as adver- 
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splay and the future his store opera- 
tions will take. One theme dominates the pictures— 
good diamond merchandising. As to the success of the 
policy, he can cite the better sales trend in diamonds 
since he initiated the one-directional program. 


tising, window di 


LITTLE KNOWN GEMSTONES 
(From page 224) 


solutions that had their source deep down beneath 
earth’s surface of that day, clear or milky masses of 
lass-like stone. Sometimes, when open cavities per- 
mit, it crystallizes into distinct six-sided crystals, pure 
and clear and colorless, or again, stained by traces of 
impurities. Sometimes such crystals grow from cold 
descending rain water solutions near the surface, but 
more often do they spring from rising hot solutions, 
already frozen deep beneath the surface and brought 
within our grasp only after years of irresistible sur- 
face weathering. At times, indeed, we cannot tell the 
source of the quartz that fills the veins. Gold and useful 
lesser metals are the frequent companions of quartz 
in many veins, quartz is the key that has long been 
sought in California as the mother rock of rich gold 


veins. 


NOT PARTICULARLY RARE 


Clear quartz crystals are not rare, though when 
Pierre Curie studied their peculiar electrical properties 
hardly half a century ago, their importance to mankind 
and the tons that would be mined for World War II 
was unsuspected. Under the name of rock crystal, 
krystallus, it was known to the Greeks, who thought it 
ice permanently frozen by the winter cold of mountain 
tops. Carved chalices of quartz were adorned with gold 
and enamel by the almost legendary Benvenuto Cellini. 
Even today it has its jewelry uses, usually fashioned 
into beads, but now, so common has it become, its worth 
is little more than the cost of the fashioning. However, 
since it is hard and strong, with a refractive index of 
1.55, higher than that of many a softer glass, it has a 
lively quality which endures far better than any of the 
cheaper man-made imitations. _ 

Before the war the small quantities used in jewelry 
and industry were easily obtained from _ Brazil, 
Madagascar, Switzerland, and the United States. With 
the war and the developments in high precision radio 
transmitters and receivers, manufacturers turned as one 
to quartz, interested in the electrical properties studied 
sO many years ago by Curie, and first put to work by 
Wallace Cady near the end of World War I. It then 
became at once a critical mineral, large quantities were 
needed for the successful prosecution of the war. Do- 
mestic supplies, though ample for jewelry use, were 
quite inadequate for our new strategic needs. Fort- 
unately, the Brazilian deposits which had remained 
largely unexplored and unexploited, soon managed to 
fill the need. The rigid radio requirements were such 
that only a very small percentage of all that was mined 
possessed the correct properties for use. The balance 
stayed behind, piled in huge dumps of largely clear 
but commercially useless material; more of the waste 
of an all-out-war development program. Electrically 
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inhomogeneous tons of this material remain in Brazil, 
but much of what then was waste is clear and colorless 
and represents a cache of all that could be needed for 
jewelry for many years to come, its mining costs all 
paid and its salvage cost negligibly small. Hence, for 
several years we need not consider new production costs 
in rock crystal mining for jewelry use, the supply should 
far exceed demand and the cutting costs will be the 
sole production costs. Some new mining may continue— 
we cannot now predict the trends of future radio de- 
velopment—but this industrial use of quartz in threat- 
ened by recent successes in the synthetic production of 
crystals of other substances with identical electric prop- 
erties. 


HAS SEVERAL FORMS 


Rock crystal may be seen in several forms. Com- 
monest are necklaces of smooth or facetted spheres of 
crystals. Then too, one often sees small flat beads of 
rock crystal separating colored stones in necklaces. 
Decorative crystal balls, whose value increases geomet- 
rically with their diameters are next best known. The 
identification of a genuine sphere of rock crystal, in 
contrast to molded balls of glass, is easily made by 
looking through to see the doubling of a small dot or 
pinhole in a sheet of paper. The double image of the 
dot is caused by the double refraction of the genuine 
crystal, and is an unmistakable sign of a genuine crys- 
tallized substance. However, one caution should be men- 
tioned, do not forget that in any crystallized substance 
there are some directions in which there is but a single 


refraction, hence, an untwined dot should be viewed 
from several different positions, 90° removed, before 
the object is condemned as glass. 

Rock crystal is sometimes used for jewelry stones; 
one will occasionally see colorless facetted gems of this 
material, but since it is far less brilliant than eithe; 
white precious topaz or white sapphire and white syn- 
thetic spinel, this use is infrequent. A cementing mate. 
rial widely used in geological microscopy, known ag 
Canada balsam (since it is derived from a balsam fir) 
perfectly matches quartz in index. In petrography thig 
property is important, because it is a guide to the 
student, he judges how far above or below the refrac- 
tive index of quartz his other undetermined minerals jp 
a rock slice lie. To the jeweler it is also important, 
for it means that two pieces of quartz can be cemented 
together with this material (or an artificial one with 
a similar index) so that light will be transmitted through 
the joint without the place of contact showing. Such 
assembled stones are common, they are the imitation 
emerald triplets known as soldered emeralds. For many 
years we have heard the claim that these are made of 
two slices of clear beryl with a green strain between: 
in actual fact these are usually made of quartz instead 
because it is easier to match the refractive index of 
quartz with a cement, than it is to match the beryl. 
Quartz is also far more common and abundant than 
would be a suitable beryl. Such assembled imitation 
stones are easy to identify, for on the refractometer 
they give the rock crystal’s index (1.55), they show 
no dichroism on the dichroscope, and their green stays 
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when they are seen through the emerald filter. 

yale nt carvings were made of rock crystal, and it is 
ae used for similar work by the Chinese and 
tik S today. However, a distinction must be drawn 
nN this term and the term applied to high quality 
lassware. “Crystal” glassware is no more crystal than 
noe ther glass; the use of the term should not be per- 
pe as it is quite meaningless and tends to confuse 
wth the true mineral which can be shaped only by 


refined sculptural techniques. 


OTHER VARIETIES 


There are occasionally used varities of colorless rock 
crystal which should also be mentioned. Among them 
are those pierced by inclusions, the long and slender 
brown to gray needles of rutile which are an undying 
source of mineralogical controversy, the still more 
slender hairs of green actinolite, and the coarser spears 
of black tourmaline. Some of these have been cut to 
show the inclusions, rutile most often, and sold under 
the ancient name of “Venus Hairstone” or “Fléches 
dAmour.” The controversy rages over the sequence, 
whether the rutile replaced the quartz or whether the 
growing crystal inclosed needles already formed in a 


pocket. Proponents of the latter school labor under the | 


disadvantage that pocket rutile, while common enough 
in nature, has never been found in the slender light 
brown hair-like needles that characterize the rutile of 
the “Venus’ Hairstone.”’ 


INCLUSIONS AS JEWELS 


Other inclusions have sometimes been found in quartz, 
and found jewel use. Air or gas bubbles which move 
back and» forth in an included drop of water in the 
stone, like the bubble in a carpenter’s level, may some- 
times be seen. The most famous of all rock crystal 
gems is one which is thought to have been the opalus 
of the Greeks and Romans. This is a cracked but color- 
less stone, the fissure so thin that light reflected from 
its two walls undergoes the phenomenon known as “‘in- 
terference’ resulting in the creation of a rainbow. These 
are known as Newton’s rings, from the physicist who 
described and explained it, the famous Isaac Newton. 
An “opal” belonging to the Roman senator Nonius 
which Anthony so envied that he was forced to flee 
in exile, is thought by Kunz to have been such an “iris 
quartz,’ rather than the stone that we today call opal. 
Gold in quartz, usually of a typical massive milky vein 
type, is another common form of coarsely crystallized 
quartz with inclusions. None of them is very valuable 
today, however differently they were regarded in Pliny’s 
time, when a man would risk his life and fortune to 
keep a worthless stone. 

Two other sorts of inclusions in coarse quartz might 
be mentioned here, both of which are found in a solid 
rock made by firmly cemented sand grain. Such a rock 
is the product of the compaction and cementation of 
sandstone, and in the process new in “metamorphic” 
minerals may develop. A common one, in India and 
Brazil, is dotted with fine green plates of mica, tinting 
the whole mass green, punctuated with a sparkle of the 
mica flakes. A similar stone has brown or reddish flakes, 
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and both are known as aventurine. Some, usually the 
green, is used by the Chinese in their carvings, for jt 
occurs in suitable masses. The famous “Colorado Gold- 
stone” is a glass imitation of the brown variety, made 
in Venice and colored by fine particles of copper oxide 
Asbestos-like inclusions in crystalline quartz make cats- 
eye stones, the gray green ‘“‘hawkeye” from Bavaria is 
such a common jewelry stone. An alteration of a blue 
asbestos, found in veins in an asbestos quarry in South 
Africa, makes golden fibrous bands, which may be ent 
to reflect a perfect eye. This common material ig golq 
under the name of tiger eye, and is widely used in men’, 
rings. Formerly it was cut in cameos in Germany; since 
the war the industry has moved to China. Since the 
quality of the early Chinese product was distinctly in- 
ferior, a distinction has recently developed in trade 
nomenclature between the older, better German stones, 
and the cruder early Chinese products, hence one may 
hear the new terms, “German tiger eye” and “Chinese 
tiger eye.’ This refers only to the cutting, for the 
source of all is the single African asbestos mine and any 
quantity of rough may be had at very nominal prices, 
Just as asbestos sometimes forms long fibers and all too 
often is in short ones, so does the width of the tiger 
eye veins vary. 

The original mineral of the veins was a blue amphibole 
asbestos known as crocidolite. The alteration of this 
material has resulted in its decomposition, and the 
silica so freed has welded the residual fibrous structure 
into a solid mass, stained by hydrous iron oxide or limon- 
ite. Residue of still fresh blue asbestos trapped in the 
quartz make some of the tiger eye blue, while oven 
roasting of the hydrous iron oxide will drive away its 
moisture and turn the pigment into red hematite. Occa- 
sional use of dye plus these, can then make quartz cats- 
eyes run the color gamut, but their opacity is distine- 
tive and they are not likely to be confused with any 
of the rarer gems. The positive fiber inclusions, rather 
than empty tubes, and the intensity of the body colors 
are also usual characteristics of this material. 


One other crystalline variety of quartz is sometimes 
used, and has a special name. Called “‘rubasse” it was 
once produced in France, where a crackled variety of 
coarsely crystallized quart was steeped in a red stain, 
penetrating the stone to color red the surfaces of the 
cracks. This product is seldom seen today except im 
old and faded jewelry, and in some Chinese snuff bottles, 
where it most resembles pink tourmaline. Usually one 
can easily identify such material by noting the dis- 
tribution of color in cracks of an otherwise colorless 
stone. 
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MATERIALS SHORTAGE GOT YOU DOWN? 
(From page 230) 


fabrics to the merchandise which you are displaying. 
For fine jewelry and sterling use rich fabrics, crepes, 
silks, satins, and velvets. For small objects, plain colors. 
Use brocades and high luster only in limited amounts. 
Radios, clocks, electric appliances, aluminum servers, 
and large giftwares look well on brilliant colors and 
heavier fabrics. Plastic leatherettes, heavy butchers 
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ash and homespun weaves make interesting texture 
cr 


when used with large pieces. 
As you plan your color schemes try to avoid the 


obvious. Passersby are so surfeited with certain colors 
for certain seasons that they often pass up a window 
‘ust because of its sameness. Do not be afraid to use 
something different; play up local events when you 
can, tie them in with your displays; keep your colors 
fresh, cheerful and pleasing; change them frequently, 
moving things about in your store. It means more work 
but it also means more sales. Often a customer will 
notice something just moved that has been in stock, 
exclaim over the “new” item and make a purchase. 

By keeping an awareness in your own mind of new 
and possible small improvements you can make now, 
you will not be so unhappy about what you cannot do 
and will enjoy the cheer that bright new colors bring 


into your store. 





CONCENTRATES SELLING EFFORT 
(From page 232) 


of customers which has become increasingly important. 
Many of the girls who are regular visitors to the store 
collect earrings as a hobby and some of them have in- 
dicated that they wear two or three pairs of earrings 
a day in connection with the hobby. 

Formerly, one of the chief drawbacks to earrings 
merchandising was the fact that it is difficult to get 
these small items out where the customer can readily 
see and examine them. Salespeople are loath to handle 
such tiny items individually, and the amount of time- 
consuming labor involved in taking a single pair out 


of the case and replacing them is definitely discouraging 
to sales. Therefore, one of the major steps in the 
store’s merchandising program has been developing 
plastic fixtures which makes it relatively simple to ex- 
hibit more than 200 earrings in a few second’s time 
on top the counter. 

The plastic fixtures, which were constructed in the 
store, consist of small four-part racks which fit together 
to form a rectangular display unit 28x24 inches. Each 
section is constructed of strips of clear crystal plastic, 
one inch wide by 14 inch thick, forming a bottomless 
box with two dividing partitions. Each of the longi- 
tudinal strips shows anywhere from 12 to 18 pairs 
of earrings, neatly clipped over the top, and tilted back 
to be easily seen through the glass top. Thus, each of 
the racks accommodates from 48 to 60 pairs of ear- 
rings and the entire unit of four sections shows 240 
pairs of earrings all concentrated into a small space. 


When a customer is interested in earrings, she first 
sees the entire display glittering at the left end of the 
costume jewelry case. Salespeople ask first what type 
of earring she is interested in: set with stones, sterling 
silver, solid gold, plated, novelty or whatever. When 
the customer indicates a preference the rack which 
makes up a quarter of the display is lifted out and 
placed on top of the counter. Or, if the customer “wants 
some ideas,” it is possible to lift out all four racks as 
a unit, and let her choose from the huge stock shown 
there. In any case, it requires only a single motion to 
lift out one of the quarter racks, or the entire display 
unit. Earrings shown along the strip are held on 
securely either by screw fasteners, or by tension springs, 
and cannot easily become dislodged. Moreover, cus- 
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emove earrings from the racks—the sales- 
are of this requirement. 
cent of the earrings sales made by the 
require the use of only a single rack, inasmuch 
oz cael customer has definitely preconceived notions 
mA . arr she wants when she enters. It is a simple 
a a to place the rack in her hands, or on top of the 
we ter, and let her make her selection at leisure. 
“Double sales” or triple sales involving the purchase 
of several pairs of earrings at once are not unusual 
through the system, since customers can usually mentally 
match up two or three styles of earrings with their ward- 
robe after seeing the inventory. 

Most eloquent testimony to the efficacy of the ear- 
ring racks is the fact that each needs to be restocked 
almost daily, with representative pairs being screwed 
on the racks according to their materials, color, or the 
stones with which they are set. The racks appeal to 
customers in all income brackets, and their use has 
solved what was once one of the most difficult small- 
item handling problems Loftis Jewelry Company had 
to contend with. 


tomers never r 
person takes c 


Ninety per 





KEEP IN FRONT OF THAT EIGHT-BALL! 
(From page 236) 


things, directly cracked the gasoline cup which really 
started things burning. A right smart fire was doing 
alright before anyone chanced to see it and turn in 
an alarm. 

A word about investments. I learned about these 
things the hard way. A jeweler will invariably be the 
target for all kinds of “‘opportunities” such as oil wells, 
gold mines and other debatable projects. He may fall 
for some of them with his hard earned cash. To any 
jeweler, I say keep most of your money in your busi- 
ness. You can use it to good advantage many times to 
pick up cash purchases. A healthy cash balance at your 
bank will not hurt your credit a bit, either. A few, 
well-chosen old line blue chip bonds are not bad. En- 
dowment insurance is fine. Real estate may be alright, 
if purchased intelligently, and does not become a burden 
to look after it. Bank stock in your local bank will 
give you prestige. If you are able to swing the pur- 
chase of the building you occupy, what could be 
sweeter? 

We have eased up on the guarantees that not only 
irked us, but caused us plenty of losses. The late well 
known war no doubt had a lot to do with it. Forty 
years ago, in a small town, my boss cleaned watches 
for one dollar. And I mean really cleaned them. Of 
course labor was a dollar a day, also. Once in a while 
I would find a broken jewel, or other piece that needed 
replacing. “Oh, just replace it, and say nothing about 
it,” he would say, in his easy-going way. On top of 
this he would give them a year’s guarantee. Thank 
heaven, we have come a long way from that! 

Regarding guarantees, I must tell you of a jeweler 
friend of mine, who, in the olden days, sold a dollar 
watch to one of those foreigners just over from the 
old country, a laborer in the steel mills. The customer 
departed with his watch, apparently well satisfied. In 
4 minute he was back, however, demanding loudly a 
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> Well my friend was already busy with other 

tomers but the foreigner would not wait, or be put 
S "Oee of my jeweler’s loafer friends, standing by, 
“8 n the whole situation. He approached the for- 
and with these words: “Look, John, big boss. 
he busy: I give guarantee. With that the man tore off 
a piece of wrapping paper, and writing on it, with his 
fountain pen, 4s follows: “This watch is no d 
ood. It was sold by a no-good crook. You are hereby 
gypped out of One Dollar. Signed, Charley Moose- 
face.” The foreigner eyed it carefully, and folding it, 
placed it in his coat pocket, and, departing, grunting, 
“Dank you.” I don’t want to go on record as recom- 
mending this kind of guarantee. 

Many are the pitfalls, as I stated at the beginning, 
which may beset the jeweler. I may have told you 
nothing you did not already know. If I called your 
attention to one item that may prevent a sleepless 
night, I will consider myself well repaid. 

Don’t take needless chances! 

Don’t find yourself peeking out from behind the 
eight ball! 


“gurntee. ‘ 


took i 
eigner, 








PERFUMES ATTRACT QUALITY CUSTOMERS 
(From page 238) 


charge of the perfume department, pointed out. “En- 
tering exactly the same luxury classification as beau- 
tiful jewelry, perfume gives us an opportunity to at- 
tract customers with ‘scent appeal’ as well as ‘eye 
appeal. Even though the department has been in 
operation for almost a year, we constantly discover 
women who were not aware of its location—and the 
enthusiastic response which normally prevails indicates 
that they are grateful for the department.” 


With a staff of two regular girls and a buyer in the 
perfume department, Peacock’s has experimented with 
several clever ideas in merchandising. With prices 
aimed primarily at the top-income bracket, a suggestion 
program is in force throughout the entire store, whereby 
in closing any sale of jewelry items the salespeople 
suggest that the visitor walk back to the “Treasure 
Chest of Fine Perfumes” if they are thinking about 
purchasing a gift for anyone. Once in the department, 
the customer receives far more attention than com- 
peting outlets can offer: close “personalized” discus- 
sions of perfumes, which the store backs up with a 
“sniffer” bottle providing an opportunity to smell 
almost every perfume in stock. Manufacturers interested 
in the new department made this special concession to 
the store and, although few department stores or other 
outlets can take the time, or spend the money to offer 
customers an opportunity to smell each perfume, it is 
a standard policy with Peacock’s. 

The majority of perfume sales are for gifts, accord- 
ing to Mrs. Sottman. The store bends over backwards 
to help men select perfume for women, on the very 
sound basis that men will always account for the heav- 
lest purchasing. For example, a man came in recently 


wanting to buy gifts for several women. Mrs. Sott- | 
man asked him to describe each woman carefully, her | 


age, dress habits, sccial life, etc. And with this infor- 
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““Makes no Compromise with 
Quality” 




















Something fo i. he I a 


The confidence of the buying public can be 
gained only by years of conscientious, efficient 
service. 


A policy of distributing quality merchandise 
at fair prices has established for us a reputa- 
tion which earns the respect and faith of your 
customers. 


dos. Baltin x Co, inc. 


Wholesale Jewelers 


740 SANSOM STREET @ PHILADELPHIA 6, PA. 
8 BALTIN'S FOR NAME LINES 
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she selected one perfume for each. To each 
Peacock store sent a letter enclosing a 
blotter perfumed with the fragrance which had been 
selected for that specific woman, and with it a request 
to tell the store whether she liked it or not. By return 
mail each woman responded enthusiastically, resulting 
in the sale of a dozen bottles of expensive perfume and 
with the certainty that full appreciation would result. 
This personal service is typical of the means by which 
Peacock’s has been putting over its perfume department. 

When the department was first established, a special 
mailing piece was made up announcing it and enclosing 
, return card. Prospective customers were asked 
whether they would like to be placed on the Peacock 
mailing list and be furnished constant information on 
new perfume fragrances, etc., with instructions to fill 
ou the enclosed card and drop it in the mail. From 
nearly 3,000 of these mailed, the store got better than 
30 per cent return—far higher than the normal 5 per 
ent to 10 per cent which such direct mail requests are 
expected to give. “This proves that there is a definite 
trend toward the same specialization and _ traditiona! 
atmosphere in perfumes as there has always been in 
fine jewelry, Mrs. Sottman pointed out. “Mere curi- 
osity brings in many customers for the first visit, and 
they invariably ask to be placed on our mailing list 
thereafter. Eventually, we will be able to introduce 
and sell any new perfume successfully entirely through: 
the mail.” 

The store is devoting one window to perfume con- 


mation, 
woman, the 


tinuously in addition to separate displays in the Palmer 
House lobby windows mentioned above. Many women 
are now beginning to purchase perfume for themselves, 
in addition to the steady number of “extra unit sales” 
accomplished with jewelry purchasing. 





SINGLE ITEM ADS BUILD STORE TRAFFIC 
(From page 240) 


bringer-inners. One ad, for example, offered cigaret 
lighters at a competitive price. The first day after the 
ad ran, a hundred lighters were sold—and the sales 
figures of all kinds of other jewelry store merchandise 
also showed a jump. “The lighters brought plenty of 
traffic into the store,’ Mr. Nelson explained, “and as 
usually happens, the traffic brought a lot of ‘second 
sales’—people saw other things they wanted while pick- 
ing a lighter, usually bought those too.” 


What does Durning’s consider good traffic items? 
“One classification, of course, is scarce goods. That'll 
bring ‘em, and bring ’em in a buying mood, every time. 
Then there is sure-demand stuff. ‘Hot’ merchandise. 
As, for instance, cultured pearls at Christmas, alligator 
bags in the fall, brides’ stuff in June. The things peo- 
ple want at the time they want ’em. Then, there is 
another classification, an important one, covering mer- 
chandise that will bring traffic at any time of the year— 
nationally advertised, branded merchandise. Merchan- 
dise customers know, trust and want.” 





PLATFORMS 
a 


SHU WGASE 
TRIMS 





Platforms designed by KORN put “Selling Power” in your windows. 
Each one custom built to conform with the curves and angles of your 


windows. Wide choice of quality velvets, leatherette and other fabrics. 


that Enhance 
the Eye-A ppeal of 
Your Store 


WILLIAM KORN & C0. 


Designers and Manufacturers, Inc. 


17-21 Elm St. Buffalo 3, N. Y. 
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Lift out pads assure year ’round change of color. Send us your 
requirements. 
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The "Charles" Ring Tray System 


The “Charles” is one of the many attrac- 
tive KORN showcase trims. Has 15 trays (for 


ladies, gents or pairs), 6 platforms, floor boards and 
velvet pads. Leaves ample space for other merchandise. 
Available in choice of colors. Cost complete including tray cabinet 


to fit average 6’ modern case . . . $129.50. 
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For the Perfect 
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SIMPLICITY and BEAUTY 
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COSTUME JEWELRY BOXES 
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these superior cotton-filled boxes odd allure to pins. 
earrings. compacts, rings and other costume jewelry. 


'P. PUCHKOFF x SONS, nc. 


Packaging Specialists 
220 KOSCIUSKO ST. - B’KLYN. 16, N. Y. - NE 8-8100 














The “MODERNE” 
by EMSON 


Just read these excellent features: 

@ One quarter turn opens or closes 
spout— 

@ Shake without fear of leakage— 

@ Top is easy to put on and take off— 


@ No loose parts to misplace or 
drop— 


@ Strainer is easily removed for 
cleaning— 


@ Lightweight, high lustre aluminum 
@ Holds one quart and a quarter 
* Pat. Pending 


$9.95 Retail 


Minimum ‘2 Doz. 


Individually boxed. Write for full particulars about 
EMSON’S full line of BAR ACCESSORIES and 
GIFTWARE. 


Bridgeport, Conn. 
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fe A brilliant center diamond with 
Semen aesthetic setting 
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Make this day for happy 
hearts... memorable with 


a beautiful quality gift from 
our exciting jewelry selection. 







Charming gold bracelet 
Sure. With graceful floral motif 
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Cope. Advertisers Mert inc. 1946 


OUTSTANDING ADVERTISING SERVICE 


DRAMATIC ILLUSTRATIONS 
BEAUTIFULLY DRAWN JEWELRY ITEMS 
STRONG, COMPELLING, SALES-PULLING COPY 
EACH AD COMPLETE IN ONE MAT TO SAVE YOUR TIME 






We specialize in jewelry advertising and issue quality news- 
paper advertising mat services for jewelers. We offer exctu- 
sive use in a city. Make your reservation now. 


THIS 1S A POWERFUL SALES BUILDER 
Write or Wire Today for Sampdes and Prices for Use in Your City 


ADVERTISERS MART INC. 


. 522 FIFTH AVENUE e NEW YORK 18, N. Y. 












































SALESMEN WANTED 


FOR 
TEXAS—OKLAHOMA—ARKANSAS 


NORTH & SOUTH CAROLINA—TENNESSEE 
VIRGINIA—WEST VIRGINIA—OHIO 
MICHIGAN—KENTUCKY—INDIANA—ILLINOIS 
MARYLAND—DELAWARE—DISTRICT OF COLUMBIA 
PENNSYLVANIA—NEW JERSEY 
[OWA—MINNESOTA—NORTH and SOUTH DAKOTA 


























LARGE MANUFACTURER can use good men 
selling to Well Rated Retailers. 

Diamond jewelry—wedding rings, stone rings. 
mountings, chains, ete. Have no objections to 
one or two non-conflicting lines. Commissions 
and bonus. Mail applications at once. 


ADDRESS BOX "C., 5481," Care 
THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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One of Durning's specialized ads featured six alu- 

‘num coasters—for $1.00. Others showed carnival 
aaa baby spoons, wedding bands—things that are 
of special interest to special groups of people. Most 
of the ads suggest to the reader that greater values 
can be found in the store, or that the featured item is 
‘ust one of the many values offered by Durning’s. The 
recurring line to this effect states that the advertised 
article “must be seen to be appreciated.” 

A sideline result had from Durning’s specialty ads 
‘s that a profitable mail-order business has been built 
up. Orders pour in from points as far distant as the 
circulation of the newspaper carries. Everything from 
earrings and fountain pens to engagement and wedding 
rings is mailed to points in the South. 

The specialized advertising idea is carried out in 
windows too. “Windows are dressed to tie-in with the 
newspaper advertisements, and with the same basic 
idea—offering specialized items which will appeal to 
special groups, Nelson points out. 

“Many times, we ve found that customers come into 
the store to inquire about one item, and forget about it 
completely when they see other jewelry. But they buy. 
Our main problem has been getting people from the 
trafic area into our shop. Specialized advertising is 
the best solution we've found,’ Nelson says. 





NEW TEST FOR SPECIFIC GRAVITY 
(From page 242) 


of time and effort and eliminating human error has been 
sought. 

Separation of jewelry stones according to their rela- 
tive specific gravities by the use of heavy liquids is a 
time-honored and valuable method. Stones of specific 
gravities as high as 4.0 and 5.0 can be treated in this 
way. The existing liquids used for such determinations 
are: (a) Methylene iodine, Sp. Gr. 3.3; (b) Thallium 
and Mercury solutions, Sp. Gr. up to 5.0. But both 
kinds are poisonous, very expensive, and the latter one 
is dificule or impossible to purchase under existing con- 
ditions. Moreover, some sort of material which could 
be used for separation of materials of higher sp. gr. 
than 5.0 would also seem to be desirable. 

The principle of elutriation (separation in water by 
different rates of settling) has been found to be of 
value in separating diamond dusts of different grades, 
and sands in sediment studies. But this is impractical 
for stones such as are used in jewelry on account of 
their greater size. It was thought that a liquid which 
would be thicker and more viscous than any of those 
usually employed might serve the purpose. In the 
search for suitable material, various procedures were 
tried. After many experiments, a product has been 
evolved, here designated as the Hawkins Density Gel*. 
Its performance depends upon its viscosity rather than 
its specific gravity; in fact, the two properties are in 
inverse proportion to each other in such gels. The 
beauty of the gel is that it remains permanently liquid, 
with very little evaporation if reasonably well guarded; 
it may be formulated to give any desired range of vis- 
cosities, up to and beyond a point where small globules 
of mercury fall through it at a rate too slow to be ob- 
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This Folder 
Tells the Story of 


JEWELERS BLOCK POLICY 


by graphically illustrating the prac- 
tically ‘‘all risk” protection of your 
Merchandise and Stock—both inside 
and outside your premises. 


e Why not request your copy 
to determine how a Jewelers 
Block Policy would protect 
you fully and eliminate all 
gaps in your required insur- 


ance coverage? 


The folder is yours for the asking 
either from your “St. Paul” Agent or 
your Broker. 


Jewelers Block Dept. 





E AND MARINE 


SURANCE COMPANY 
ST. PAUL. MINN. 
HOME OFFICE 


ltl West 5th St. 
St. Paul 2, Minn. 


fe 


PACIFIC DEPT. 
Mills Bidg. 
San Francisco 4 


EASTERN DEPT. 
80 John Street 
New York 7 
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served with the eye. It is readily soluble in water and 
_may be easily washed off with water from stones and 
forceps. It is non-poisonous, does not harm the skin, 
and will not affect varnish or other finishes on table 
or desk. Gels of various grades will separate stones in 
any desired range; no stones are too light or too heavy 
to be within the scope of the method. The gels are 
translucent and will not alter with age. Best of all, 
they are inexpensive. 


It is suggested that the gel be used either in a wide- 
mouthed opal-glass jar, for observation of the relative 
rates of sinking of material below the surface of the 
gel, or in a glass tube where relative rates of fall 
through a column of the liquid may be observed. A set 
of four gels best meets the needs of retail jewelers. 
All such tests are completed within two or three minutes. 
It is felt that this type of “density gel’ will be an ac- 
ceptable replacement of the high density liquids which, 
though they have long been standard, are both poisonous 


and expensive. This new series is non-poisonous and 


has the additional advantage that the specific gravity 
comparisons can be made at densities exceeding any 
range heretofore approached by the known liquids. 


The glass tube method would appear to be most use- 
ful for wholesale jewelers who desire to separate stones 
of different kinds rapidly and in quantity; also for 
prospectors and mineralogists who desire a compact, 
portable convenient appartus which does not require 
water for its operation. A wire spoon is supplied with 


each tube of gel, for the rapid and easy remoya] and 
draining of materials tested. 

With the set of four gels the following density com- 
parisons (see table of specific gravities appended) wil] 
be commercially useful: 

A. A gel of low viscosity, in which opal (sp. gr, 
2.00) will sink below the surface in about 10 seconds. 
Lighter materials, which will sink very slowly or eyen 
float for long periods, include: amber (1.08); bakelite 
resins (1.26); tortoiseshell (1.29); erinold (1.33); and 
celluloid (1.38). Various plastics can be differentiated. 
Heavier substances sink too rapidly in this gel for 
sharp separation. 

B. A somewhat denser gel, in which opal will float, 
while quartz (2.65), aquamarine (2.69), diamond 
(3.52), and spinel (3.60) will sink in successively 
shorter periods of time. This gel seems suitable fox 
the rapid separation of stones with specific gravities 
of 2.00 to 4.00. 

C. A gel for separation of stones in the range of 
specific gravity 3.00 to 5.00, in which opal will float, 
quartz will sink slowly and precious topaz noticeably 
faster than quartz, while diamond, spinel and zircon 
will sink much more rapidly, in the order of their spe- 
cific gravities. 

D. The separation of genuine hematite from syn- 
thetic hematite, and the rapid identification of mar- 
casite (pyrite) and other relatively heavy materials 
used in rings and brooches, is facilitated by the use 
of this highly viscous gel. It is also useful for testing 











A lovely blue Zircon of authentic oriental beauty 
and spléndor is contrastingly flanked by diamonds 


in this 14K gold ring. 


Other Zircon jewelry by Church includes pendants, 


bracelets, earrings, brooches, and many rings. 


Chevoh and 


MANUFACTURING JEWELERS 


2 Garden St. 
Member American Gem Society 
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Trade Mark Registered In 
United States and Canada 


hd 


Newark 5, N. J. 
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KINGOLEY 


WORLD’S FINEST MONOGRAMMING MACHINE 








os 


stanee 


WRITING PAPER» 


¥ 3 


ne 


1 KNG LEATHER GOODS. 


= 
! 


FOUNTAIN PENS 


BOOK MATCHES 


PAPER NAPKINS 


PLAYING CARDS 


CHRISTMAS CARDS 


ee ™ GIFT ITEMS 


am a ee Right in Your Own 

. ce | Store for less time 
<s : and money than it 
: , | takes to send the 


AAs 


La Re 


SEVENTY-FIVE PER CENT of America’s major department stores 


use from one to ten Kingsley Machines to do their own monogramming. 









OVER 12,000 stationers, gift shops, jewelers, etc., in 67 countries 
the world around have found the Kingsley the best and most depend- 
able machine to use. 


THE KINGSLEY, because of its speed and simplicity, has replaced 


thousands of clumsy, complicated machines of every description. 


WHEN YOU BUY A KINGSLEY, you get a time-tested, trouble- 


free machine and a reliable source of type, foil and service. 
IT PAYS to buy a Kingsley—world’s finest monogramming machine. 


Write for Catalog and Ideas on Monogrammed Sai/es Promotions. 


EASY TO OPERATE 


1G, WGs7C. STAMPING MACHINE CO. 
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large stones of the above-mentioned varieties which 
naturally sink more rapidly than smaller stones of 1% 
to 1 carat or so—because of this more viscous gel. 

This set of four gels provides a gel for any frac- 
tional test within the range of gemstones, minerals, or 
alloys. 

Synthetic stones may have included bubbles of air or 
other gas and when such bubbles are present in ex- 
cessive quantities these stones are definitely lower in 
density than the genuine. This important difference is 
usually shown by the slower rate of sinking of the syn- 
thetics. The longer the time required for the gem to 
sink—that is, the higher the viscosity of the gel, the 
more readily can small differences in specific gravities 
be observed. 

Since the test is comparative, the user will find it 
' desirable to use a known stone for reference; but as 
such stones are practically always available in the 
jewelry trade, it appears that these gels will meet a 
real need for a rapid method of testing gems of un- 
known or doubtful identity. 

The same technique can be employed for the separa- 
tion of alloys, according to type and composition. For 
example, a 22-karat gold alloy will sink noticeably 
more rapidly than an 18-carat alloy, when samples of 
similar size and shape of the same alloy are used; 
similarly, platinum can be readily separated from other 
white alloys. 





*It is planned to market this product through Cargille Scien- 
tific, Inc., 118 Liberty St., New York. 


DESIGNED TO FACILITATE TRAFFIC FLOW 
(From page 244) 


lished on the premises, operated as auxiliaries and yp. 
der the direction of the Granat factory in San Fran- 
cisco, one of the largest and best equipped in America 


The store front is faced in two-toned marble—req 
oriental and travertine—and is embellished with bronze 
trim. A large bronze and neon sign spells “Grang 
Bros.” above the door. Diamond, jewelry, and wate) 
show windows, stretching from the entrance around the 
corner, make a continuous band of display to the fa, 
end of the store where three “picture windows” show 
trophies and gifts. On the other side of the entrance 
are three additional “picture windows” for  silye 
display. 

Set at an angle to the sidewalk, the bronze and glass 
doorway gives a glimpse of each part of the store ty 
passersby, and makes access to either right or left sec. 
tion easy and natural. Showcases within the store have 
been aligned to the angle of the entrance, to give the 
floor plan a continuous and natural line. 


Bleached walnut has been used throughout the jp- 
terior on show cases and display fixtures, as well as 
serving as part of the decorative motif. Soft pastels 
in varying shades of blue, grey, green and rose conm- 
plete the decoration for a light, airy, spacious effect. 
Each showcase is designed and detailed for the par- 
ticular merchandise it holds, and a special display fix- 
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Our new presentations in compacts and 
cigarette cases were planned to give big- 
ger values than ever before. We have 
not cut prices even if our new line does 
look underpriced. It is just that newer 
and better techniques have been devel- 
oped in our production department and 
we are passing the results of these im- 
provements along to the trade as their 
dividend. They are entitled to the fruits 
of improved manufacturing methods. 


Wit will be \\ 
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We are proud of our new designs. You 
will see shapes in compacts absolutely 
different without being bizarre. Your 
eyes will pop at the fascinating array of 
splendor and beauty in both compacts 
and cigarette cases. And the clincher will 
be the “priced-right” tag on each eye 
catching number. 


So be sure to see Zell’s newest 
—as soon as you can... 
Zell again will go national in 
their 1947 advertising. 


ZELL PRODUCTS CORP. 


Showrooms—347 FIFTH AVENUE, New York 16, N.Y. 
Factory & General Offices—536 BROADWAY, New York 12, N.Y. 


DAVID H. ZELL. FOUNDER 
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ture of unconventional and irregular shape has been 
installed in the silver department, which, together with 
rose-backed glass shelves, greenlined wall insets and 
a series of small tables serves for silver display. Sur- 
faces on all display fixtures in the silver department 
are covered with baked plastic in a shade harmonizing 
with the bleached walnut bases. 

To the rear of the silver department is the gift de- 
partment, and again bleached walnut and soft rose are 
the predominating decorative notes. 

Lighting is scientifically and accurately designed for 
the greatest and most desirable illumination at each 
particular point of purchase. Incandescent lamps in 
prismatic lenses beam light from the ceiling to the show- 
cases; fluorescent and neon trough lighting and attrac- 
tive frosted glass fluorescent panels tie in with the 
decorative design and add a soft glow to the brighter 
overhead lights. 

Complete air conditioning throughout the store keeps 
the temperature always at the desired level, and an 
acoustical plaster ceiling soundproofs the selling floor. 

Plans for the store were drawn by A. R. Brandner, 
nationally known store designer and architect, and con- 
struction was under the direction of Mullen Manufac- 
turing Company, San Francisco contractors. 

The enlarged Oakland store is the latest expansion 
within the Granat group of retail stores, which includes 
two stores in San Francisco: one in downtown San Fran- 
cisco at the corner of Grant Avenue and Geary, and the 
other affliated with the Granat factory at 2390 Mission. 


MOUNTAIN MUSIC "SENDS" HIS CUSTOMERS 
(From page 246) 


America listen to such entertainment weekly than any 
other form of amusement. Ad men and sponsors haye 
a good cry on each other's shoulders, take one glance 
at figures on the results of these broadcasts and cop- 
tract for more “good old mountain music.” Says Mr, 
Harrison: ‘We expect to continue the Jamboree as 
permanent program, since I am convinced that it ig 
one of the best advertising media that we have ever 
tried !” 

In the spirit of the rollicking noises emitted by “wash- 
board,” banjo, and fiddle, the “Jamboree” features one 
or more contests at each session for which Jewel Box 
provides money and prizes. Did you ever see a “sack” 
race? Perhaps you have even been in one. You can 
imagine the hilarity that envelops the rafters of City 
Hall when half a dozen sturdy citizens tuck their two 
feet in a burlap bag and try to reach the goal at the 
far wall in competition with others under the same 
handicap. Another session has its “eating contest,” with 
watermelons or pies on the menu. Overlooking the 
“messy” side of it, it proves good fun for a carefree 
Saturday night audience. For several weeks this past 
fall, the “Jamboree” spotlight was on “The Jewel Box 
Dart Board.” For this contest the store put up $1000 
in cash prizes. 

(Please turn to page 295) 
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COLORFULLY CALIFORNIAN 







‘ ti 

QO 

0. . “MQ Qs (A) Style 7B Gold plated buckle, hand carved leather. 
Pf i ne | $1.00 individually boxed. 

SF g Style 17B Same band as above, in 2-tone leather 


$1.25 individually boxed. 

atchbands with the sales (B) Style 10B Sterling Silver buckle, hand engraved. 
$2.50 individually boxed, 

Style 8B Same band as above, in 2-tone leather. 
$2.75 individually boxed. 

The above watchbands also available for women. 





magic of the “Old West’, designed and made in 
the California manner. All are individually hand 


carved in the finest of leathers, featuring both hand » 






carved buckles and plain semi-precious buckles. 


AVAILABLE FOR IMMEDIATE DELIVERY A complete line of P A Cc I F i Cc Ww A T Cc H 
watch bands in pigskin, calfskin, cordovan, alligator, lizard, 
and sharkskin, with the following choice of buckles: gold plated, ATTACHMENTS COMPANY 
gold filled, sterling silver, and sterling silver with gold overlaid. 
We have representatives in all sections of the country. On 
request they will be happy to show you our complete line. 


253 SOUTH BROADWAY 38 ® LOS ANGELES, CALIF. 
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Silverware is displayed in wall 
cases behind the counter at the 
Krisman-Frey store in St. Louis. 
Each piece is marked with a tiny 
black plastic tag which gives 
the price and brief description, 


by RICHARD LONGDEN 


High Annual Marriage Rate 


Gives Cue for Silver Displays 


Krisman-Frey, jewelers in St. Louis, 


Mo., feature unusual lighting and 
novel display effects to highlight 
their stock of plated and sterling 


silver flatware and hollowware. 


cg tehatoipemog incandescent light is play- 
ing a big part in the increased emphasis on ster- 
ling and plated silver which Krisman-Frey Jewelers, St. 
Louis, are featuring in 1947. 

Both sterling and plate flatware and hollowware are 
“bombarded with light” under the display plan de- 
veloped by Milliard Krisman, store manager, as part 
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These overhead incandescent floodlights illu 
minate plate glass sterling silver counters. 
They are set in a plaster canopy above cases. 


of a program which involves more counter space, win- 
dow space and increased advertising budgets. Advance 
promotion is being put behind these lines on the theory 
that no merchandise is more important to link the jew- 
elry store with the new bride than sterling table ware. 
Krisman-Frey, located next to one of St. Louis’ largest 
theatres, is making a definite drive to capitalize on the 
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“Getting the Gorham Sovereign we've always 
wanted is like getting married all over again! Today 
you can easily afford solid silver right from the 
start. You can choose any of the lovely Gorham 
patterns and buy your first place-settings... 
whatever your budget. Then match and add as your 
marriage grows. Think of having the solid 
satisfaction of Gorham workmanship and quality 





THE MODERN WAY ¢o start sterling that have been famous for more than a century.” 

is to buy in units of place-settings, each To help you enjoy your sterling, send for illustrated 

ripened of six eer = shown above book, “Entertaining—the Sterling Way.” 10¢ (outside > 
ey With a few ve saan poe U.S.A. 40¢). Address The Gorham Company, 

begin using your silver immediately. CO-42, Providence 7, Rhode Island. 


. 


ouhim 


STERLING ®@geo 
AMERICA’S LEADING SILVERSMITHS SINCE 1831 : os 
Listen to the Bride and Groom program, ABC, 2:30 p.m. Eastern Standard Time, Monday through Friday. — ~ = — eg 








BI 


Swing. yor Salis inte a reww igh by ketehing your, thre 

adwertising to this stan orkam abvetlisenunt appearing. iw 

Harpers Bocaar , Fete, Voqur ,TMar.15™ ; Me Calli, House and “arden 
TIE IN WITH GORHAM —THE BEST KNOWN NAME IN STERLING 
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large number of marriages which began early in the 
war and has continued to rise since. 

Sterling and plate silver are shown simultaneously 
in the store, in a right rear-counter which curves toward 
the front of the store, where people entering through 
‘+two separate doorways may quickly see the display. 
There are three counter cases in light bleached wood 
with plate glass sectionalized tops—each so designed 
that flatware, serving dishes, salt and pepper shakers, 
etc., are only a few inches below the top of the case. 
Along the 21-foot length of the cases, sterling items 
are spaced out to give each a separate appeal. Although 
there are scores of plate and sterling items, there is no 
suggestion of “mass display’”’ which Mr. Krisman feels 
is more drawback than advantage when selling to to- 
day’s pattern-minded brides. Included in cases are 
mixed up displays of gift items, strict pattern group- 
ings, and serving dishes. Supporting each are samples 
of serving trays, bowls, nut and candy bowls, sugar 
and creamers, gravy boats, shaker sets, salvers, place 
card holders, napkin rings, etc. Larger trays and other 
items are shown in three wall cases back of the counter, 
all devoted to suggestive selling. | 

Beside each item is a tiny black plastic price card 
with the price of individual pieces—a policy which 
Krisman-Frey religiously follows in both windows and 
display cases. 

“We believe that many potential sterling customers 
are lost when no prices are shown,” it was pointed out, 


“due to the fact that the customer who gazes longingly 
at beautiful sterling will often decide that the price is 
probably more than she can afford to pay. When the 
price is right there in plain sight, this indecision is 
eliminated.” 

Keyed in closely with this “better presentation” of 



















sterling is the light “bombardment” mentioned before— 
in the form of ten powerful floodlights which are moyp}. 
ed in an overhead canopy which projects from the wal] 
all the way out over Krisman-Frey’s sterling ily, 
counter. These are spaced two-feet apart, flush in the 
plaster of the canopy, and consist of 200-watt lamps 
in silver glass reflectors with “circle breaks” gop. 
centrated directly on the cases below. There is py 
glare or sidewise reflection whatsover, despite the jp. 
tensity of the light, due to the use of vertical louyres 
which “break up” the light rays and project’ then 
straight down. Krisman-Frey experimented carefully 
with various forms of lighting before adopting this drs- 
matic shower of light over the cases, and has found 
excellent responses ever since the initial installation, 

Sterling or plate shown beneath the floodlights ap- 
pears to “glow” luminously—every surface picking yp 
the reflected light and glinting in the case. This js 
particularly true of hard-to-display flat pieces such a; 
trays or bowls—which outline themselves. glowingly 
under the strong illumination. 

“We find this type of light extremely potent in at- 
tracting attention to individual items,’ it was explained, 
“whereas ordinary case light merely gives a vague im- 
pression that sterling is on display. Customers are 
usually attracted to a single item when they see the 
case, as witnessed by the fact that most questions ad- 
dressed to salespeople concern a single pattern or 
piece.” 

Actually, the bath of light makes the three cases ap- 
pear as if there were no glass over the merchandise, 
with no reflection or shadows to contend with. 

Concurrently with the return of depleted sterling in- 
ventories, the first thing done was to re-establish bride's 

(Please turn to page 3820) 


Krisman-Frey uses handsomely 
mounted reprint ads both in 
window displays and over 
actual merchandise in cases. 
This one deals with rings and 
identifies the same rings as 
those advertised in the paper. 
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MOUNTAIN MUSIC "SENDS" HIS CUSTOMERS 
(From page 288) 


One of the most successful one-night events, acco:d- 
ing to Mr. Harrison, was the wedding staged at the 
“Jamboree” on Saturday night, June 1. Many people 
were turned away after City Hall was filled. The Jewel 
Box contributed rings for the ceremony, paid the 
preacher and bought the bride’s corsage. It was a red- 
letter night, too, for the wedding ring commercials read 
during the radio broadcast. 

“Of course, we are careful not to bore our “Jamboree” 
audiences with commercials,’ says Mr. Harrison, “but 
we get rapt attention from the crowd in the hall to 
the advertising the announcer reads into the mike.” 
Manufacturers and distributors, he declared, are thor- 
oughly sold on the Saturday night show and are show- 
ing it with liberal co-operation in the matter of mer- 
chandise for prizes. 

Frequent checks are made on who attends the weekly 
entertainment. People come for a distance of 150 miles 
in each direction from Johnson City, and there is al- 
ways a healthy proportion of newcomers. These checks 
have revealed people present from every state in the 
Union and from several foreign countries. 

East Tennessee—not far from Johnson City— is the 
home of Roy Acuff who makes $200,000 a year and 
refuses offers to run for governor of his state. Curt 
rently making motion pictures in Hollywood, he %% 
known in every part of the United States and Canada 


through the “Grand Ol’ Op’ry” made famous by radio 
station WSM in Nashville. “Hill-billy” music is more 
popular today than at any time since it was first intro- 
duced to radio 25 years ago. | 

It will sell jewelry or most anything else that you 
want to self. Manager Harrison, of the Johnson City 
Jewel Box will attest to that. 





~ INITIATES SOUND CREDIT POLICY 
(From page 254) 


The window has an 18-inch high frosted glass back- 
ing which permits a view into the store. The fixtures 
are built of oriental walnut with lighter wood linings. 
In the use of the open glass designs, Morrison was defi- 
nitely a forerunner of the current trend. 

Walls are green and a light-colored marbleized lino- 
leum is used on the floor. Fluorescent lights in louvres. 
are used throughout. 

In addition to managing his own business, Mr. Mor- 
rison was president for two years of the Michigan Re- 
tail Jewelers Association and has been chairman of the 
legislative committee ever since. He served for two 
years on the board of directors of the National Associa- 
tion of Credit Jewelers and is currently on the board of 
directors of the Michigan Retail Institute at Lansing, 
Michigan. 

He is also a member of the Chamber of Commerce, 
the Rotary Club, and is a veteran of World War I. To 
keep the record of age straight, he enlisted in the cav- 
alry at 16 and was discharged at 18. 
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-Here’s One Silver Lining 


The famous International Sterling ads are 
bringing a very welcome message to all of 
your customers in these days of rocketing 
prices. 

The millions of women who read ads 
like the one on the opposite page are find- 
ing out the good news that International 
Sterling prices have not been raised! 


Even though our manufacturing costs 


‘in the Price Situation! 


are higher than ever, we are keeping our 
prices at prewar level. 


By so doing, we are taking a firm stand 
in the fight against inflation. 


And we are making it possible for you 
to offer to your customers the same value’ 
which has always been characteristic of 
International Sterling—silverware of 
superb quality at common-sense prices! 


TUNE IN to The Adventures of Ozzie and Harriet, Sunday evenings, 6:00 p. m., E.S. T., Columbia Broadcasting System. 
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WAR TAUGHT MANY DISPLAY LESSONS 
(From page 248) 


with better lighting, better display backgrounds, trim- 
ming systems, etc. Where ingenuity has been taxed to 
provide sales-stimulating displays, the same ingenuity 
will mean a lot when jewelry retailing gets back to 
the old competitive sales level. 

Our post-war window display policy will include all 
of the points which we learned in four years of war. 
Here are some of the outstanding points which will 
guide it: 

1. Counterbalance price windows. Where formerly 
our windows were aimed primarily at the better-income 
customer, war experience in selling people from every 
income bracket has convinced us that it is wise to 
“counterbalance” top-priced jewelry with the same 
items from the low end of the price scale. We learned 
in selling workingmen, etc., that the customer who can- 
not afford to buy jewelry may quite reasonably be able 
to do so in the future—and therefore, we should culti- 
vate his interest in the store with every display. Thus, 
our windows will have “popular appeal’’ due to the 
fact that both the man who has $5 to spend and the 
man who has $50 to spend will find something which 
suits his needs in the same window. 

2. Simplicity. Where at one time we showed large 
volumes of merchandise in one display following the 
“mass display’ theory popular before the war, we are 
now going to present the idea of a wide range of mer- 
chandise, with fewer pieces. The: peculiar problems of 
jewelry display can be translated into a single state- 
ment. “It is better to show quality ‘than quantity.” 
Mass display has no value in jewelry display. There- 
fore, our windows in the future will show only one 
jewelry item of a kind, without duplication of any sort, 
and with far fewer items per display, unless we wished 
to promote some specific item and felt that duplication 
and a heavy trim put it over with particular emphasis. 

Ordinarily, however, we have found that any type of 
jewelry is vastly more salable if the customer feels that 
it is not easily duplicated. 

3. Flexibility. We now have an excellent stock of 
display materials including everything from drapes to 
lightweight wooden. window sections which can be used 
to provide slanting floors, tilted panels, miniature pic- 
ture windows, etc. Thus, we will “mix them up” over 
the year, with far more frequent changes. Actually, 
we have discovered, each such display can contain al- 
most as many pieces as were used in pre-war displays, 
but in the hands of an expert display man, can be shown 
without giving a “crowded appearance.” 

We have had an excellent example above in trimming 


interior display cases. Formerly, sales people for the | 


most part made their own stock arrangements. How- 


ever, with little or no display training, and with most | 
_of their time devoted to waiting on customers, they did | 
not employ balanced, or symmetrical methods. Our dis- | 


play department now takes care of all interior case dis- 

plays, resulting in far more etye-appealing, and easily 

visible merchandise arrangement. We are paying far 

more attention to case displays than in the past—on the 
. (Please turn to page 320) 
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_ MERIDEN 





aoe Full pages in “such prestige-laden ‘ 
| | ; | _ publications: as ‘Vogue, Harper’s 
a Bazaar, Junior Bazaar, Guide ‘for 
ae the Bride, House Beautiful, House 
. , | - : and Garden, and Bride’ s Magazine. oo 
ee Each of these compelling sales 7 
— messages will impress the name 
: . Princess Ingrid on prospective 

f | biyers of sterling silver. And this 
Q promotional build-up for Princess 


A Ingrid will maintain its swift pace 


throughout the year : . « will be 


keyed to important silver-buying 


_ * months. . 


your Princess Ingrid proimotions 


with our own program. 


AND COMPANY 


CONNECTICUT 
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DESIGNED FOR ROYALTY...DESTINED FOR YOU 


There’s a regal splendor about this newest Frank M. Whiting 
creation which instantly speaks of old-world quality . .. and 
whispers of candle-lit banquets at the court of kings. Once 
you touch this surpassingly fine example of the silversmith’s 
art — sense its massive weight, thrill to its superb design — 
you will know in your heart that Princess Ingrid is truly a 
royal possession . . . destined for you! Princess Ingrid awaits 
you today at America’s finest stores. 
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The Bobby Soxers (Bless “Em ) 


Are Thinking of Their Silver 


ON’T scorn those teen-age lassies, Mr. Jeweler. 
True, they may be swooning at ‘Frankie,’ wear- 
ing the old men’s shirt (tail out) to the local juke joints, 
and otherwise behaving as though they didn’t have a 
thought in their heads, but believe it or not they're 
thinking of the future! And in an old-fashioned way, 
at that—they’re keeping hope chests! 

The magazine Seventeen, a consumer publication 
beamed at exactly that age group of young American 
womanhood which has been convincing the country that 
the younger generation is going to the bow-wows, has 
completed a survey on the subject of hope chests and 
has discovered that a surprising number of young girls 
are working on them. More important, from the jewel- 
ers point of view, the survey turned up a mass of 
information on the buying habits and intentions of the 
girls who are working on hope chest ideas. 





Primarily concerned with the subject of plated and 
sterling flatware, Seventeen’s survey consolidates re- 
plies from 1620 members of its consumer panel. Accord- 
ing to the returns, over one-third of the girl’s replying 
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had already started collecting items for their hope 
chests, and the remaining ones, from their answers, in- 
dicated strong preferences for the time when they would 
begin filling chests. 


NO PLANS MADE 


Although 52 per cent of the girl’s queried stated they 
planned to have silver flatware in their hope chests (an 
additional 12 per cent stated they already had some), 
and 79 per cent of that group stated that the silver 
would be newly-purchased, rather than inherited, an 
overwhelming proportion (71 per cent) admitted that 
neither their parents nor themselves had made any plans 
for the purchase of hope chest silver. An even higher 
percentage (91 per cent) admitted that they had no 
plans made for the regular purchase of silverware. 

Here, then, is an opportunity for the enterprising 
jeweler—promote “hope chest silverware” with an eye 
on the lower teen-age bracket. And don’t laugh! Asked 
at what age they had started collecting silverware for 
their hope chests, 26 per cent of the girl’s who had 
started chests reported beginning their collection at 
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the tender age of 11, or younger. Nine per cent re- 
ported starting to collect hope chest silverware at the 
age of 12, seven per cent each at 13 (the median), 14 
and 15 years, and ten per cent at 16. Only eight per 
cent of the girls waited until they were 17 to start 
collecting their hope chest silver, and a mere four per 
cent started at 18 or over. 

The younger they are, apparently, the more avidly 
the girls collect hope chest items. And, certainly, the 
more interested they are in the whole project—at the 
younger ages the hope chest has a more romantic ap- 
peal. Silverware displays and promotions can be made 
to appeal to the younger girls, not only for personal 
purchase or by parents, but also as a gift incentive. 
Fifty-four per cent of tNe girls who stated the hope 
chest silver they had was newly-purchased admitted 
that it had come in the form of a gift. 


JEWELERS RATE HIGH 


On the average, 75 per cent of the members of the 
consumer panel responding to the survey stated that 
they would be “most apt” to buy their flatware in a 


passed up the opportunity. Three per cent did not 
answer. 

Here, again, the jeweler’s promotion can pay diyj. 
dends. Once people become accustomed to the notion 
that it isn’t unreasonable to buy pieces of flatwarg for 
a young girl’s hope chest even though she is many 
vears from being a bride, an additional source of silyep- 
ware sales will be opened up. 


GIRLS PREFER STERLING 


On the question of sterling vs. plated ware, the girls 
came out overwhelmingly in favor of sterling by 8 
per cent. Only 9 per cent favored plated flatware and 
3 per cent did not reply. However, in another question, 
where brands of sterling and plated flatware were listed, 
willy-nilly, and the girls were asked to name their choige, 
30 per cent selected plated ware brands. In this cage, 
undoubtedly, brand name was the influencing factor 
and it would appear that the distinction between sterling 
and plate is not too. well-known. 

Again, with the girls who had started collecting, 
sterling came out on top, only slightly lower than the 


Survey by a consumer publication aimed at ’teen-agers 


reveals that a large number are actually making up 


their ‘hope chests’ and silver plays an important part. 


jewelry store. However, encouraging as this might 
sound at first, a breakdown by Seventeen’s research de- 
partment reveals that choice of a jewelry store for 
silverware purchases among the younger set works in 
inverse proportion to the population. Thus, in a small 
town (where there probably isn’t a department store 
with a silver department anyway) the girls tend to 
think of the jeweler automatically, while in communities 
of more than 500,000, only 45 per‘ cent favored the 
jeweler. 

These facts also point a moral. The small-town 
jeweler, because of a lack of department store com- 
petition can feel reasonably certain of flatware sales 
(unless the girls go to a larger city and are captivated 
by large-store displays). However, jewelers in larger 
towns and cities, prone to feel the effects of department 
store competition, would do well to take steps to attract 
this important segment of the silver-buying public, 
through special displays and promotions. 


WILL PURCHASE SETS 


Purchase of silverware by pieces, rather than in com- 
plete sets, won by a fairly slight margin in the survey: 
54 per cent of the girlssreplied that they would pur- 
chase pieces and 43 per cent favored the purchase of 
complete sets. Only 3 per cent failed to answer. 

A lack of enterprise on the part of the girls was dis- 
closed by a question which asked: “Have you asked 
your parents and relatives to help by adding pieces to 
your set on birthdays, anniversaries, Christmas, etc.” 
Only 19 per cent had done this and 78 per cent had 
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_ with moderate carving. 


theoretical estimate. Eighty-three per cent of the girls 
who had silver had sterling, and 10 per cent had plated 
flatware. Again, it is possible that many girls are con- 
fused over the distinction between sterling and plated 
flatware. Conceivably, some of those replying may 
have had plated ware and assumed that it was sterling. 


DISAGREE WITH MOTHER 

By and large, the majority of girls appeared dis- 
contented with their mother’s silver, since 58 per cent 
expressed a preference for a brand and/or pattern 
which would be different, and only 37 per cent stated 
they were choosing the same thing that their mother 
had. A mere 13 per cent admitted having silver the 
same as their mothers’ in their hope chests at the time 
of answering. 

Sixty-seven per cent of the girls who had already 
collected items of flatware had newly-purchased silver 
and only 21 per cent had “family” silver. Of the newly- 
purchased variety, 4 per cent was bought by the girl 
herself, 54 per cent was received in the form of gifts, 
and 40 per cent represented a combination of the two. 
Only 31 per cent were purchasing or receiving gift sil- 


ver regularly, while 58 per cent were receiving it only 


occasionally. 

Virtue took the middle course in the matter of pat- 
terns, with 59 per cent of the girls displaying a prefer- 
ence for a design midway between plain and ornate, 
‘Twenty-six. per cent desired 4 
plain design, and only 9 per cent favored ornate, highly 

(Please turn to page 321) 
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PRINCESS ELIZABETH* 


"REG, U. S. PAT. OFF. 


Available in six-piece place settings in three distinctive types to suit every preference— 
Luncheon, Dinner or Fashion. Desirable accessory pieces in open stock are also available. 


FOR FEBRUARY, 1947 





SILVER COMPANY 
Business Founded in 1890 


New York °* Chicago °* Detroit 
Miami °* Atlanta °* Los Angeles 
San Francisco * Portland (Oregon) 
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The Silver Market in 1946 


The United States produced more than 21 million fine ounces 


of silver during the calendar year 1946, according to 


Handy & Harman’s 3ist annual review of the industry. 


ILVER production in the United States during 1946 
amounted to over'21 million fine troy ounces, ac- 
cording to Handy & Harman’s 31st annual review of 
the silver market issued January 20. This represented 


a production drop of some seven million ounces from the 
1945 figure. 


Consumption of silver, the report continued, averaged 
three times the pre-war rate, with industry consuming 
an estimated 105 million ounces. However, the firm pre- 
dicted that production would increase and consumption 
will “unquestionably decline.” 


Much of Handy & Harman’s 31st annual report is 
concerned with the complicated silver price struggle 
waged in Congress between January 1 and July 31. Es- 
sence of the controversy was expiration of the Green 
Bill; on Dec. 31,.1945, which authorized the Treasury 
to sell to industry “non-monetary” silver at 71 cents per 
ounce. A silver bill, ultimately adopted as H. R. 4590, 
permitted industry to purchase U. S. owned silver, not 
required for monetary backing, at the rate of 9014 cents 
per fine troy ounce. 


PRODUCTION IN WESTERN HEMISPHERE 


Silver production in the Western Hemisphere during 
1946 was estimated, in the Handy & Harman report, 
at 107,100,000 fine troy ounces. This compares with a 
total of 133,700,000 ounces during 1945. The estimates 
for various countries are as follows: 


Silver Production (in millions of ounces) 


1946 1945 
FSFE ere 21.2 28.2 
ON Rae Eas aE ee eo yay 13.9 13.9 
Cae ess «0c keene eae wee 46. 61.1. 
tad Re a A Be a aE TC 13. 16.1 
ae tN ee a a ie 6. 6.7 
Other South and Central American 
Rr. ns es Ge oe he eee obi 7. waa 
ea ete eg 107.1 133.7 


Total silver consumption for the arts and sciences 
in the U. S. during 1946 was estimated at 105,000,000 
ounces. This was a decline of 25 per cent from the all- 
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time high of 150,000,000 ounces in 1945, and 16 per 
cent below the 125,000,000 ounces generally. accepted 
at the beginning of the year as probable 1946 consump- 
tion. In explanation of this shrinkage in demand, it 
should be remembered that the use of silver in the arts 
and industry was sharply limited during the first seven 
months of 1946 by a shortage of new supplies. During 
the latter part of the period many plants had nothing 
to keep them going except small amounts of re-worked 
scrap. However, when ample quantities of silver be- 
came available after Aug. 1, manufacturers of silver- , 
ware and other users resumed full-scale production 
which, for the most part, continued to the end of the 
year. 


MOSTLY PEACETIME USES 


Except for a relatively small amount manufactured 
into military insignia in the early months of the year, 
all of the 105,000,000 ounces of silver represented peace- 
time uses. The total was about three times as much 
as was being used in the U. S. when World War II 
began. Handy & Harman estimate that more than half 
of the total amount of silver used during 1946 was en- 
ployed in the manufacture of sterling and plated silver- 
ware. However, the use of silver in jewelry dropped 
off considerably as other metals, for which silver had 
been substituted during the war, became more freely 
available during the year. There should, it was con- 
cluded, continue to be a relatively large consumption of 
silver in 1947 since some lines are still far short of 
meeting the demands which accumulated during the war. 


PROSPECTS FOR THIS YEAR 


Considering the prospects for 1947, the review stated: 
“It is always difficult to predict with accuracy the 
future of silver and, with restrictions upon free ship- 
ments and the use of foreign exchange, there is at pres- 
ent no such thing as a single world rate for the white 
metal. New York, London and India are separate mar- 
kets, each with its own price level dependent upon local 
conditions. In view of these circumstances, we shall 
(Please turn to page 320) 
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Directory of Trade Schools and Colleges 


ALABAMA 


BIRMINGHAM 
Southern Watchmaking School, 1010 Woodward Bldg. 


CALIFORNIA 
LOS ANGELES 
American School of Watchmaking, 5145 San Fernando Rd. (26) 
Gemological Institute of America, 541 S$. Alexandria Ave. (5) 
(gemology) | 
Los Angeles School of Watchmaking, 746 S. Figueroa St. 
Precision Instruments Laboratory, 4401 W. Pico Blvd. (6) 
(horology) 
SACRAMENTO 
Strutz School of Watchmaking 
SAN JOSE 
San Jose State College (Dept. of Horology) (14) 


COLORADO 


DENVER 
American Agademy of Horology, 1510 Court Pl. (2) 


DISTRICT OF COLUMBIA 
WASHINGTON 
Peters School of Horology, 918 F Street, N. W. 
FLORIDA 
CORAL GABLES 


House of Gifts (34) (correspondence course sea-shell jewelry 


making) 
TAMPA 
Tampa Horological School, 2812 34th St. 


GEORGIA 
WAYCROSS 
Waycross Vocational School (horology) 


ILLINOIS 
CHICAGO 
Chicago Jewelry Training Service, 226 S. Wabash Ave. 
* (horology) 
Chicago School of Watchmaking, 155 N. Clark St. 
Olson School of Watchmaking, 166 W. Chicago Ave. 
ELGIN 
Elgin Watchmakers College, 267 S. Grove Ave. (watchmaking, 
engraving, jewelry repairing, stone setting and clock work) 
PEORIA 
Bradley Polytechnic Institute, Horological Dept. (5) 
(watchmaking) 


INDIANA 
CORYDON 
Cunningham Horological School 
IOWA 
DES MOINES 
Ferrill College of Watchmaking, 60! Flynn Bldg. 
MARSHALLTOWN 
Hellberg Horological Institute 


MASSACHUSETTS 
BOSTON 
North Bennett Street Industrial School, 39 N. Bennett St. (13) 
(watchmaking and engraving) 
WALTHAM 
Waltham School of Watchmaking, Crescent (54) 


MINNESOTA 
ST. PAUL 
St. Paul Vocational School, 14th & Jackson Sts. (Watchmaking 
Dept.) 
MISSOURI 
KANSAS CITY 
Kansas City School of Watchmaking, 107 E. 3lst St. (6 


(watchmaking, jewelry repairing, designing and engraving 


NEW JERSEY 


JERSEY CITY 
New Jersey School of Watchmaking, 728 Newark Ave. (6) 


NEW YORK 
BAYSIDE, L. |. 
Jakobb, C. A., 217-01 Corbett Rd. (correspondence course 
jewelry designing) 
BROOKLYN | 
Brooklyn High School of Specialty Trades (P.S.5), 122 Tillary 
_ St. (watchmaking) 
MORRISVILLE 
New York State Agricultural & Technical Institute, Main St. 
(horology, aircraft instruments) 
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ROCHESTER 
Paul Revere Trade School (horology) 
NEW YORK CITY 

Columbia University, 561 W. I 16th St. (27) (gem and precious 
stone courses) : 

Jakobb, C. A., 31 W. 47th St. (19) (correspondence jewel 
designing) ¥ 

Mechanics Institute, 20 W. 44th St. (18) (jewelry designing 

New York University, Washington Sq. (precious stone course 

Pioneer Diamond Setting School, 555 E. Tremont St. 

Pough, Dr. F. H., American Museum of Natural History, Cen. 
tral Park West & 79th St. (brief and elementary lecture 
course on precious stones) 

Standard Watchmakers Institute, 1991 Broadway (23) 

WOODSIDE, L. |. 
Bulova School of Watchmaking, 40-24 62nd St. 


NORTH CAROLINA 
CHARLOTTE 
Engravers & Jewelers School, 1314 Liberty Life Bldg. 
SPENCER 
Spencer School of Watchmaking 
WINSTON-SALEM 
Winston-Salem School of Watchmaking, Engraving and Jewelry 


Repairing 


OHIO 
CINCINNATI 
Gruen Watchmaking Institute, Time Hill 
CLEVELAND ; 
Cleveland Trade School, 535 Eagle Ave. (15) (watchmaking) 
Criel General Hospital (watchmaking) 
Sears School of Watchmaking, 2587 E. 55th St. 


WARREN 
Trimble's Technical Institute, 1776 Claremont Ave. (watch- 


making) 


OKLAHOMA 


WEATHERFORD 
Southwestern Institute of Technology (watchmaking) 


PENNSYLVANIA 
LANCASTER 
Bowman Technical School, 147 N. Duke St. (watchmaking and 
repairing, engraving and jewelry work) 
PHILADELPHIA 
Baronian School of Watchmaking, 2116 Walnut St. 
Philadelphia College of Horology, Broad & Somerset Sts. (32) 
(watchmaking and engraving) 
PITTSBURGH 
Thacker School of Engraving, Jenkins Arcade Bldg. 
Western Pennsylvania Horological Institute, 807 Ridge Ave. 
(12) (watchmaking, jewelry repairing, engraving, stone 
setting) 


RHODE ISLAND 
- PROVIDENCE 
Rhode Island School of Design, 1! Waterman St. (jewelry and 
silversmithing depts.) 


TENNESSEE 
MEMPHIS 
Southern College of Watchmaking, 776-80 Poplar Ave. 
(watchmaking) 


TEXAS 
DALLAS 
Texas Trade School, 1316 W. Commerce (horology) 
SAN ANTONIO 
Cranford College of Watchmaking, 211 N. Alamo St. (5) 
(watchmaking, engraving, jewelry repairing and stone 
setting) 
WICHITA FALLS 
Hardin School of Watchmaking (Hardin College), 


3410 Taft St. 


WASHINGTON 
SEATTLE 
Edison Vocational School (watchmaking) 


SNOHOMISH 
Northwest School. of Watchmaking) 


WISCONSIN 
MILWAUKEE 
Milwaukee Vocational School, 1015 N. 6th St. (horology) 
Wisconsin Institute of Horology, 149 N. Milwaukee St. 
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Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without. 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal.fo that of the other 
parts. This device ensures greater solidity fo all watches, increasing 
their working capacity as well as their value. A watch without 
the Incabloc is old-fashioned, lacking an admirable technical 
improvement due fo modern horological science. 


How it works 





The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlele 
executes a flexible movement and suffers no prejudice. The principte 
of the Incabloc is greatly similar to the movements of the athlete. 


Now look how it works in the movement 









See /ncabloc spring 


TLL LLL 


The Incabloc maintains the two pivots of the balance in their 
centered position but. allow them fo shift around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. imme- 
diately after, thanks to the pressure of the Incabloc spring, the 
balance automatically resumes ifs original cenirical position. These 
minimum movements represent 5 fo 7/100 mm. but are sufficient 
to eliminate the danger of rupturing. 


ITS FPO CLA Rite 


All parts are made with a maximum tolerance of abou! one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all parts are interchangeable— a great advantage to. 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. Its numerous imitations — another 
proof of its quality — have never come up fo the real incabloc. 


me lhe block 





Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 





A remarkable discovery in itself 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 





AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK 
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|. New Breitling "Chronomat" features rotary outer bezel 
which acts as circular slide rule. Retails $260 including tax 
in 14K gold; $110 in stainless steel. Wakmann Watch Co., 
452 Fifth Avenue, New York, sole distributors in the U. S. 


2. Sterling silver bib holder with rabbit clips is made by 
S. Korff & Son, 914 Walnut St., Philadelphia 7, to retail at 
$3.00. This item is sold exclusively through wholesalers. 




















3. One of a new line of rhinestone pins, chatelaines and 
earrings to retail up to $50, for spring delivery. Made 
by Leo Glass & Company, 3! West 47th Street, New York. 


4. Single strand necklace of simulated pearls by Revellon 
with 10K gold clasps. Matching earrings on either sterling 
or IOK gold. From Betty Strahl, 385 Fifth Ave., New York. 





5. Snake chain style ladies’ flexible expansion watechband 
available in either gold-filled or stainless steel. Gold-filled 
model retails for about $9, including tax. Manufactured 
by the Flex-Let Expansion Products, East Providence, R. |. 


6. Designed to be hung on kitchen or bedroom wall or set 
on shelf or table, this Pin-Up model radio-electric clock 
is available from Jewel Radio Corp., 583 Sixth Ave., N. Y. 


7. This new Mido Multifort self-winding water-resistant 
women's watch retails from $49.50 to $240, tax included, 
in cases ranging from stainless steel to 14K gold. From 
Mido Watch Co. of America, Inc., 665 Fifth Avenue, N. Y. 








THE JEWELERS’ CIRCULAR-KEYSTONE 
















Available Again! rom ROCHESTER 
Optical ici 
of the World! 


























Rock & GE 
Adjustment 


All-Metal Body at | — MODEL 990—Achromatic laboratory | 4 
| ’ ‘e 4 microscope with magnification of 60, 
fos \ q 4 150 and 425 powers. Comes in fine : 
<— 4 4 wood carrying case............ eeeees 


MAGNIFICATION— 425 POWERS! 


eon 

nob 

: ~~ IDEAL for . . . Research Workers, 
Polished Lee ‘ Laboratory Technicians, Students, 


Hobbyists, Process Inspectors, etc. 


Chrome Tube 


This fine microscope is created by 
the world-famous optical craftsmen 
of Rochester, N. Y. Especially de- 
signed for use in laboratories and 
schools, and for scientific study in 
the home. Special lens construction 
provides clear high-power magni- 
fication and crisp detail. Precision 
built for long accurate service. 


Automatic 
Self-Levelling 
Turret, with Lock 


60-150-425 
Powers 


Optically Ground 
Precision Lens 
System 


Stage with 
Slide Holder 
Clips 





Adjustable Stand 2x 
Tilts to All 
Directions 


Removable Mirror = 
on Universal Joint 

















as For those who prefer a 
Scientific Microscope with 
Re is. lower powers, we offer: 
oe hy MODEL 880 

| i Fine scientific microscope 
with magnification of 60, 


Mats, Electrotypes, =< = | os: — | He r i "o and 150 powers. Com- 
<i ol plete with af- 

and Catalog Sheets . “I tractive wood +] 5 

Available upon Request. Jobbers = carrying case. 

and Dealers: Write for Prices. 


eee 


By 
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Detachable 
Solid Base 



































Microscope comes packed in attrac- 
tive wooden box complete with metal 
carrying handle and clasp lock. Box 
dimensions ..... 9A” x 5%" x 5%," 






INCORPORATED 


ROCHESTER 4, NE 








fe ore Xp _Accuracy 


IN 125 PARTS 























About 125 high precision parts 
in every Gilbert alarm clock must 
be made carefully, tested and in- 
spected carefully, to meet Gilbert 
quality standards. 


This takes time and limits the 
rate of production but results in 
a product worth waiting for. 


If your wholesaler has been 
unable to supply you, ask him 
again. He will be glad to do so 
as soon as he has a stock of Gil- 
berts to share with you. 


THE J WM. L. GILBERT CLOCK CORP. 
WINSTED, CONN. 
Laconia, N.H. 


551 Fifth. Avenue 141 W. Jackson Bivd. 
New York 17, N.Y. Chicago 4, Ill. 
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PROMOTION DOUBLES DIAMOND SALES 
(From page 257) 


ing to narrow down their field, Gensler and Lee made 
a survey of their own sales during depression years 
They came up with the amazing discovey: Diamonds 
are not a luxury, but much more of a staple than had 
been supposed! Their own figures demonstrated that 
diamonds actually suffered less than other commodities 
in their stock. To prove this to themselves in a graphic 
manner, they had a chart made tracing the drop in 
sales of diamonds, silver, watches, costume jewelry, 
clocks, baby goods. Of course, all sales curves declined 
during the depression, but the diamond curve dropped 
least of all. 

Depression or no depression, people kept right on 
getting engaged and married and giving the traditional 
gem for such occasions. Quite possibly a prospective 
bridegroom chose a smaller stone during those years 
than he would ordinarily, but he insisted on a diamond 
nonetheless. He would compromise on size, but never 
on quality. . : 

This was all the encouragement Gensler and Lee 
needed. After that, they concentrated more and more 
on diamonds. Their supplementary lines were promoted. 
less and less frequently, until approximately 1940. when 
the only other line advertised besides diamonds, was 
watches.. A study of Gensler-Lee advertising of today, 
and for the last two or three years, would show that 
watches have been, and are, receiving 20 per cent of the 
budget, with diamonds taking the other 80 per cent of 
the advertising dollar. 


DIAMOND DISPLAYS FOREMOST 

Gensler-Lee still carries supplementary items, but 
never advertises them nowadays. They are given win- 
dow space but rarely. Silver and clocks are set off by 
themselves in separate rooms in many of the Gensler- 
Lee stores. In every store, diamonds are given pre- 
ferred position. It is interesting to note that two of 
the newest stores, one in Glendale, the other in Fresno, 
sell only diamonds and watches. These two branches 
handle no supplementary goods. 

But, unusual as it is for a store to devote 80 per cent 
of its advertising to diamonds, it is even more remark- 
able that no actual ring is ever illustrated, described 
or priced in those ads. The Gensler-Lee approach to 
diamond advertising is strictly institutional. This con- 
cern believes that people buy diamonds on confidence— 
not on descriptions. Gensler and Lee feel it is point- 
less to sketch the tailored settings so fashionable today 
because simplicity does not lend itself to effective illus- 
tration. Then, too, when all jewelers carry tailored 
settings, there is a tendency for one store’s sketches 
to look exactly like another’s. 

Because of having 21 stores throughout California, 
Gensler-Lee is in a particularly advantageous position 
to accomplish good results with thematic or institu- 
tional advertising. The theme for the past two years 
has been: “‘Gensler-Lee sells more diamonds than any 
other jeweler in the West.” Through statewide cover- 
age, made possible by having ‘21 stores conveniently 
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located to serve you all .over California’ (as the ads 
read), this slogan has become familiar to hundreds of 
thousands. . 

A “statehood” series of 40-foot painted billboards 
carried the slogan in slightly different wording: “In 
California, it’s Gensler-Lee for Diamonds.” This bill- 
board appeared in two formats—one using the state 
fower (the golden California poppy) against a blue 
background. In the other design, the state seal replaced 
the poppy: 

SUGGEST "DIAMOND CHRISTMAS" 

During this past December, the Gensler-Lee state- 
wide theme was: “Make this a Diamond Christmas.” 
An ingeniously laid out two-page advertisement was 
inserted in thirteen California newspapers. Preceding 
the double-spread was an entire page devoted to a single 
attention-getting sketch of a beautifully-cut, unset dia- 
mond. The only type on this page was, “Make this a 
diamond Christmas.”” Not so much as the Gensler-Lee 
signature appeared. 

The double-spread carried the complete institutional 
story, very briefly summarized here: “Every diamond 
is personally selected by Mr. G. J: Gensler . . . is sold 
with the Gensler-Lee Diamond Guarantee . . . You may 
trade in the diamond ring purchased from Gensler-Lee 
for a larger diamond at any time and we'll allow you 
the full amiount paid. Convenient credit terms. One 
full year to pay. Same price, cash or credit.” In keep- 
ing with this firm’s policy, no specific figures were 


mentioned, but a price range—from $50 to $1500—was 
stated. 

During December of 1946, also, 250 billboards (24- 
sheet paper posters) appeared throughout the state as 
part of the pre-Christmas diamond campaign. A total 
of 700 radio spots (on 25 stations) repeated the Christ- 
mas slogan over the air in transcribed announcements 
which began and ended with the traditional few bars 
from “Lohengrin.” | 

As would be expected, the heaviest amount of ad- 
vertising is run in December, but smaller ads publicizing 
Gensler-Lee as ‘diamond specialists” appear all through 
the year in newspapers wherever Gensler-Lee stores are 
located. These smaller ads, a little under one-eighth 
of a page, are given continuity and made immediately 
identifiable by the use of a trade-mark—the Gensler- 
Lee page boy—-in animated cartoon style. The page boy 
is also used in window displays in the form of three- 
dimensional white plaster figurines. 


SALES RISE STEADILY 

As a result of such intensive specialization in dia- 
mond promotion, Gensler-Lee’s diamond sales have gone 
up continuously. This past year, 1946, diamond sales 
hit a new high—with a 100 per cent increase over the 
previous year. Yet the volume on watches and on com- 
pletely unadvertis:.: ines has been entirely satisfactory. 

Does it pay the jeweler to specialize? Gensler-Lee 
is sure that it does, and points to its own performance 








“a change of name 





AMERICAN ART ALLOYS, INC. 


will henceforth be known as 


D iille Co. of America, Puc 


manufacturers. of 


DOLDEN-HUED DIRILYTE FLATWARE & HOLLOWWARE 


Head Office and Factory: Kokomo, Ind. New York Office: 1 West 34th Street 
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of recent years as proof-positive. Thus, it appears that 
in a day when some jewelers are branching out by pro- 
moting new lines in competition with department and 
appliance stores, Gensler and Lee are “walking” in 
the opposite direction, towards specialization. At the 
present, there are few walking with them. 

Whether or not there will be a general movement 


towards specialization, now that supplies of basic jew-- 


elry lines are getting back to normal, time alone can 
tell. There is much to be said in its favor. There is 
much to be said, also, for the other way of merchan- 
dising a jewelry: store. 


POINTS A LESSON 


There may be one valuable lesson for every jeweler 
in the Gensler-Lee method, however, and that is in the 
matter of promotions. How many other lines a jeweler 
chooses to carry is his own business, of course, but if 
he wants to be known primarily as a jeweler, isn't it 
logical to expect him to give the jeweler’s basic items 
top billing in his store, his windows and in his ad- 
vertising? 

For, if the jeweler permits radios, electrical ap- 
pliances, and other supplementary lines to dominate 
his promotional efforts, he stands in danger of letting 
his customers forget about the two things he is best 
prepared to offer them—namely, his own expert know]l- 
edge, and his store’s specialized service. 











ALMA Efepairs Everything! 
ALMA SERVICE COMPHINE 


72 Bowery * New York 13, N.Y. > WAlker 5-5512 








BULLETIN BOARD KEEPS CLERKS INFORMED 


A system whereby every department salesperson myg 
scan copies of all newspaper advertising for the day 
each morning and “‘sign for it” has greatly stepped up 
service efficiency in the jewelry department at Goldblatt 
Brothers, Chicago, III. 

Borrowing the idea from the Army, which posted re. 
quired reading matter on bulletin boards at every base 
camp, Goldblatt’s has set up a 2’x3’ board at one side of 
the stockroom entrance, under the title, ‘Advertise 
Today.” Pinned on the surface of this board are clippeq 
copies of that day’s jewelry ads, with sufficient space ty 
accommodate anything up to a full-page ad. These are 
sent down by the advertising department the evening 
before, utilizing proofs which ordinarily find their way 
to the wastebasket, and are posted by the department 
manager as his last step before leaving the store each 
evening. ; 

At the left hand corner is a signature sheet which 
employes initial to signify that they have read the copy 
on each ad, are familiar with the merchandise under 
promotion and know the prices. Actually no salesperson 
is penalized for failure to initial the sheet, but its use 
has the psychological effect of making them remember 
the board and to check it daily. 

Results have been excellent. First, the salesperson 
knows exactly what items are most likely wanted when 





THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 


Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 


Plating 
Gold ... All Colors 
Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

Radios 
Luggage 

Cameras — 
E 


tc. 


We are as near to you ttt tittle 
* eeceeseeceseesesseset: 
as your post office CO 

COC 
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a sii of customers hits the department. Second, she 
knows the prices, the brands, styles, etc., of merchandise 
featured, and can give intelligent information. Lastly, 
salespeople can give quick service in locating merchan- 
dise and bringing it to the customer—something vastly 
important after years of slow service and lack of stocks, 


according to the store. 

Along with advertising tear sheets, the department 
also posts notices, such as figures on the amount of mer- 
chandise in stock, new locations of items in the inventory, 
etc. The upshot of this simple idea is better-informed 


salespeople who need never delay a customer by having | 


to “ask the buyer’ as to inventory, prices, featured 


items, etc. 





MODERNIZATION PROVIDES NEW DEPARTMENTS 
(From page 250) 


appliances, radios, pens and pencils, and typewriters. 
Also a registered optometrist has an office on the store’s 
mezzanine. 

Service and repair shops are maintained for the jew- 
elry, watch, pen and pencil, appliance and optical de- 
partments. The pen repair department is a factory- 
authorized agency for repairs on Shaeffer, Parker and 
Eversharp merchandise. 

A feature of the Perel & Lowenstein opening; held 
November 25th, was an unusual collection of karat gold 
jewelry and a magnificent collection of precious stones. 
The firm enjoyed one of the busiest periods of its his- 
tory during the opening week, and the premises were 
literally overflowing with floral tributes from congrat- 
ulating friends. 

P&L’s catalogue, which is distributed widely through- 
out the country, is a 48-page rotogravure affair showing 
a wide variety of merchandise. A mail-order depart- 
ment, operated in conjunction with the catalogue, serves 
customers all over the United States. 





SMALL-SPACE JEWELRY STORE 


names 
we: Edie ie , 
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McEvoy Bros. & Co., with a jewelry section in the J. C. Penney Co. 


store in San Francisco, Calif., make maximum use of 66 square feet 

allotted to their enterprise. Two showcases, each 6'/2 feet long and 

4 inches wide, plus a 3 foot corner case show much merchandise 

with more visible in two wall cases providing additional space. 

reat ingenuity was required in order to take maximum advantage 
of the space provided. 
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No. 460 
Compote, 
6” high. 
$6.00 


*. 


No. 565. Sugar and Creamer, 
gold-lined. $10.75 


No. 461 Compote, 
3” high $5.00 


No. 412 
Jilel ta # 
51.” high. 


$7.50 pair 4 


ny : 
; ms 


No. 462 
Candlesticks, 
10” high. 
$10.00 pair 


No. 463 

Consoles, 
3%,” high 
$6.00 pair 


All of these Numbers Available either Plain or Gadroon 


Bordered (except Sugar and Creamery. 


IMMEDIATE DELIVERY 
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CLEAN-UP TIME 


antsy you gather eye 


all of your old 


GOLO-SILVER-PLATINUM 
filled cases. plated , 
bench sweeps, polishings 


You Get Casu | 


based on the actual 

values contained in 

your accumulation 
a 






Smart JEWELERS 
Know THAT IT PAYS 
TO SHIP crcecdé TO 


REFINERS 
MANUFACTURERS 


5S EAST. 
WASHINGTON ST.CHICAGO 
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JIC PREVIEWS 1947 PROGRAM 
(From page 208) 


The kit of ideas for the Valentine promotion } 
already been distributed. It contains five complete ia 
different promotions for gifts of jewelry merchandise 
as valentines including five ideas for window displays 
five for interior displays, five suggestions for circulas 
letters, ten ideas for display cards, ten for newspaper 
ads, and 15 suggestions for radio spot announcements. 

Similar kits on the other occasions will follow at the 
appropriate times and many retailers expressed the view 
that this one service is worth to them in direct returns 
the entire cost of their contribution to the Jewelry In- 
dustry Council. 


NEWSPAPER PUBLICITY IN OPERATION 


Another of the projects is, of course, the securing of 
publicity in newspapers around the country and this, 
too, is already in actual operation. One form of this 
publicity is the distribution to newspapers in the smaller 
cities of a series of mats illustrated with drawings and 
text publicizing jewelry and emphasizing how all 
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‘through recorded history jewelry and gifts of jewelry 
have been considered desirable. The first four mats in 
the series have already been distributed and others will 
follow at regular and frequent intervals. A substantial 
number of newspapers all over the country is using them, 
as evidenced by actual clippings that have been re- 
ceived at the Council's office. 

Another type of newspaper «publicity which has 
already been distributed and is being quite widely used 
is a series of releases to the daily newspapers on such 
subjects as jewelry fashions. These are being handled 
in such a way that each paper on the list receives a 
release which is exclusive to that paper in its own local- 
ity—a point which makes this material much more ac- 
ceptable to the editors and has already resulted in wide 
acceptance and use of it. 


. 
JEWELRY TALKS ARE AVAILABLE 


Another activity which is already underway is the 
prepasation of speeches on various jewelry topics for 
jewelers who may be called upon to deliver talks before 
luncheon clubs, women’s clubs, school groups and others. 
The lectures on silver and watches have already been 
written and are available to members.. One on clocks 
is in course of preparation, and others on diamonds, 
colored stones, etc., are scheduled to be prepared as 
rapidly as possible. This material is available free of 
charge to all members of the Jewelry Industry Council. 

Thus, it is readily seen that the Council is already 
doing a job for the industry. But this is only part of 
the story. Other important projects are also underway 
or planned for the early future. 

Among these are promotions of various types of 
jewelry merchandise for various age groups. This will 
be based upon an “official” list of recommended birth- 
day gifts for various age groups on the order of the 
wedding anniversary list. This is now being worked 
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out in consultation with jewelers as was done with the 


wedding anniversary list. 

Another promotion will be aimed at the “big days” 
that occur in every one’s lives, such as the wedding, the 
arrival of a baby, a business promotion for the man, and 

so forth. A campaign to stimulate pre-Christmas lay- 
away buying is planned for this fall, and a program 
of educational work with women’s clubs, schools, and 
the like, is under consideration. 

All of the promotional and the publicity work which 
is already in effect will be vigorously continued and will 
be backed up with research and survey work to guide 
both the efforts of the Council and those of the retail 
jeweler in developing his own promotions. 

The audience showed enthusiastic approval both of 
the program that is planned and of the rapidity with 
which the work has already gotten underway. 

Prior to Mr. Haase’s presentation, Dr. Arthur O. 
Dahlberg, President of the U. S. Economics Corpora- 
tion, had addressed the meeting on the subject of the 
potential business for retail jewelry stores in 1947, 
basing his predictions and conclusions upon scientific 
studies of consumer income and trade relation to jewelry 
purchases. He showed how over a period of many years 
these two have tended to follow a fixed pattern and 
pointed out that on the basis of anticipated income dur- 
ing the first half of 1947, the retail jewelry trade could 
continue its business on a level of some 9 per cent above 
that for the first half of 1945 and very little below that 
which was done in 1946. 

It was emphasized, however, by both Mr. Kaufmann 
and Mr. Haase that in order to achieve this result it is 
essential for jewelers to take advantage of every sales 
aid such as the program of the Jewelry Industry Coun- 
cil, which, therefore, should be enthusiastically and gen- 
erously supported by the entire industry. 

An illuminated and engrossed. copy of a resolution 
adopted by the Jewelry Industry Council at its first 
meeting in testimony of the efforts of W. Waters Schwab 
for his vision and untiring efforts in bringing about the 
creation of the Jewelry Industry Council was presented 
to Mr. Sclfwab by G. H. Niemeyer in behalf of the 
jewelry industry—a well deserved tribute to a public- 
spirited trade leader who has given unstintingly and 
unselfishly of his time and efforts for the benefit of the 
entire trade. 

Mr. Kaufmann closed the meeting with a ringing ap- 
peal to every jeweler to get behind this drive and sup- 
port it whole-heartedly for his own benefit. 

A meeting of the Board of Directors and Advisory 
Board for the purpose of discussing a membership cam- 
paign and various other operating details of the organ- 
ization followed the meeting of the general membership. 
Another purpose of the meeting was the election of 
officers for the ensuing year. All of those who had served 
during the past three months were re-elected as follows: 
Chairman, Cecil D. Kaufmann, Kay Stores, Washing- 
ton, D. C.; Vice-Chairman, Victor A. Lambert, Lambert 
Bros., New York; Treasurer, Seymour Greenberg, Royal 
Diamond and Watch Co., New York; Secretary, Edward 
O. Otis, Jr., Otis Co., Providence; Executive Director, 
A. E. Haase; Executive Secretary, William D: McNeil. 
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Assortment No. L-18 ‘ «ae 











FANCY AND LENTILLE CRYSTALS 
LENTILLES IN 1/16 VTF SIZES 





The 
“BIG BUSINESS BUILDER" 
Assortment No. B-6 ... 10 Gross Fancy Crystals (1! each 
of 1440 of the most popular numbers), 2 Gross Lentilles, 
(an assortment of all the 125 sizes), and a complete in- 


’ serting set, housed in a 12 drawer steel cabinet. 





Round Crystals for Waterproof Watches 





We carry a complete line of round crystals for water- 
proof watches, which are extra heavy and extra high. 











The "LITTLE GIANT" 


Gross of all the 125 sizes of Len- 
tilles in '/2 sizes, and complete 
inserting set, packed in attractive 
mahogany wooden ‘chest. 





ASSORTMENT No. LW-39 


Ye gross of 57 sizes of water- 
proofs in '/ sizes and complete 
eget | set, packed in an attrac- 
tive mahogany chest. 





Write for catalog 


STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 


385 Gerard Avenue, New York 51, N. Y. 
Wholesale Distributors: 


HAMMEL, RIGLANDER & CO., Inc. 


395 Fourth Avenue, New York 16, N. Y. 





If your jobber does not carry SUC, write us for 
the ‘name and address of your nearest dealer. 
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IMPRESSIVE SILVER SHOWROOM 


One of the most beautiful jewelry display rooms in the 
Southwest—the new Silver Room of the Hertzberg 
Jewelry Company in downtown San Antonio—was for- 
mally opened to the public on November 25. 





Soft colors of pearl gray and old rose, coupled with soft, 
indirect lighting provide room with distinctive atmosphere. 


To create its Silver Room, Hertzberger’s took over 
the store space next door on East Houston street, ac- 
quiring a new unit some 50 feet wide by 100 long. A 
big plate glass window, in which a complete table set- 


ting is now being displayed, was installed in place of the 
old entrance, and a new entrance was cut through the 
partition from the main store. 


But the finishing decorative touches, installed under 
the direction of Edward T. Harker, vice-president of 
Hertzberg’s, are what really make the room distinctive. 
Walls, display cases and draperies have all been done 
in a delightful shade of pearl gray and old rose, with 
pearl predominating and the old rose used in the backs 
of the display cases and fixtures. 

Soft indirect lighting adds to the beauty of the Silvey 
Room. 

The wide Hertzberg’s stock of antique silver, flat- 
ware and hollowware ,is shown in a setting comparable 
tc the best that New York has to offer in beautiful dis- 
play rooms. 





EMPLOYEES ARE WHERE YOU DEVELOP THEM 


Have trouble getting enough employees? 

Don’t let the problem get you down. You may not 
realize it, but there are almost always untapped sources 
of suitable manpower and womanpower—all you have 
to do is put on your thinking cap and find them. 

Consider, for instance, the problem of Carl Goldberg, 

In 1944 (of all years!) he decided to start the 
American Pearl Co., in Providence, R. I., and manufac- 
ture synthetic pearls. But 1944 was a war year, and vir- 
tually everyone in the Providence area was busily en- 
gaged in work on war goods. 












WHAT YOU NEED... 
WHEN YOU NEED IT! 


for JEWELRY - HANDBAG 
DRESS - MILLINERY + SHOE 
BELT - COMPACT ACCESSO- 
RIES AND OTHER NOVELTIES 


: 


Gs 


\\ 
' “a 


Thoose from our unusually PEARLTIP M 
large line of FINDINGS in 
brass, nickel silver, sterling and 


plastics. 


We also have Chains, Metal 
Stampings, Ornaments including 
Filigree, Charms, Clasps, Spring 
Rings, Bead Chain, Buckles, Chan- 
nel and Fancy Wire and Wire Form- 
ings for every trimming and decora- 
tive use. 
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MS 180B Metal Pinback 


FANCY WIRE 
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Approaching the War Manpower Commission for as- 
sistance in rounding up enough persons to start manu- 
facturing synthetic pearls, Mr. Goldberg got a cool re- 
ception. ‘Synthetic pearls,’ he was told, “are not exactly 
vital to the war effort—now are they?” Mr. Goldberg 
had to admit they weren't. 

However, nothing daunted, Mr. Goldberg advertised 
‘n local newspapers for female help and succeeded in 
getting several Negro girls to work in his small plant. 
After a short time he asked them if they liked the work 
and, when they said they did, he suggested that they ask 
some of their friends if they'd like to work in the syn- 
thetic pearl plant. Before long more and more Negro 
girls were taking jobs with the firm, and today they 
number 167. 

According to Mr. Goldberg, he wouldn’t change his 
production force with any other manufacturer in the 
city. There is a basic wage scale with incentives, there 
are rest periods, radio music during the working day 
and, above all, there is independence for the workers. 
Everyone is completely satisfied. 

The basis of the pearls which are made in the Fountain 
Street plant is a small glass bead, made elsewhere by 
skilled glass-blowers. These beads are made in varying 
sizes, corresponding to the sizes of pearls in a gradu- 
ated necklace. 

The ‘“‘pearling’”’ process is the one performed by the 
Negro girls at the plant—after the beads have been 
made, with holes through their center. Bill Dowd, super- 


inserted in the holes in the beads which are then dipped 
into “essence of pearl.” The essence comes from the 
underside of a certain species of herring found off the 
coast of Maine and the Bay of Biscay and, when mixed 
with certain chemicals, transforms the glass beads into 
apparent pearls. 

After “pearling” comes a sifting process in which the 
girls rattle the synthetic pearls around in colander-like 
vessels which permit the smaller varieties to fall through 
holes in the bottom. Use of a succession of these vessels 
sorts the pearls into various sizes, and later they are 
matched into necklaces. 

Planning necklaces is a careful, tedious process, too. 
They can’t be just any old length, and the pearls must 
be graduated as to size. Also, an accurate count must be 
kept of the number of pearls in a string. 

In the case of the more expensive types of necklaces, 
the nylon strands which hold the pearls together are 
hand-knotted between each pearl so that if the string 
should break only one pearl will fall. Tying the tiny 
knots between each pearl is a painstaking, tiresome job, 
but the girls at the Providence plant do it expertly. 
When it is finished, the necklaces are ready for packag- 
ing and shipment. 

Mr. Goldberg is proud of his plant workers because 
of the efficient manner in which they work. But Mrs. 
Cassie Banks, his personnel manager, is probably even 
more enthusiastic. She was one of the first colored 
women to go to work at the American Pearl Co. plant 
and has worked her way up to an executive position. 








visor, is in charge of the process whereby toothpicks are 
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The Girl in the Ad on Page 294 


The dauntless heroine of this recent International Sterling 
ad is 20-year-old Thelma Stevens. 





For this photograph, Thelma appeared with her silver-gilt 
hair flawlessly upswept, her m-ke-up exquisitely applied. 

The photographer gave orders. Down came the glamour 
upsweep...oif came all make-up except for a hint of vaseline 
on her eyelids. A wind machine gave her that meeting-a- 
challenge look. (The New York skyline was added later.) 


Thelma is a Powers model with dramatic hankerings. This 
ad gave her a wonderful chance to play a real character role. 





“A GNIF\CEN? 


idle beach 





jG FIDDLE 


Epwaro vi TREAD yy es 


Sa FIDDLE 
SHELL 


This unusual grouping of related designs, which we 
call our FIDDLE-BACK patterns, 1s bemg featured 
in national magazines. Ask our salesmen about coopera- 
tive counter displays and literature. 


FRANK SMITH SILVER COMPANY, GARDNER, MASS. 
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EVERTS IN BUSINESS 50 YEARS 


In typical American style, a man who started business: 
on a shoe string 49 years ago was crowned King of 
Diamonds at an anniversary banquet given by his em- 
ployees in Dallas two months ago. 


Arthur A. Everts began business in 1897 with little o, 
no capital but with ingenuity and unusual ideas of sales- 
manship. Today the Arthur A. Everts Co. is one of the 
largest jewelry establishments in America, employing 
137 persons and enjoying a national reputation for its 
fine merchandise. 
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Preceding the banquet given in honor of Mr. Everts on his store's 

forty-ninth anniversary by his older associates, Mr. Everts, a pioneer 

Texas jeweler, is shown rehanging the store's original sign, one of 

the oldest remaining in Dallas. This sign was his first investment 

when he started business 49 years ago. On this sign he invested 

his total capital of $22, which was then one week's pay as a 
watchmaker. 


The son of pioneer Texans, Mr. Everts attended public 
school in a small Texas town. His real education came 
later as a result of his natural curiosity which prompted 
a never-ending study of literature and various fields of 
human endeavor. 


When he was about 16, an uncle, J. M. Oram, noted 
a sketch young Arthur had made of his grandmother and | 
suggested he study engraving. With this in mind, Everts 
went to work for this uncle in his Dallas jewelry shop 
and studied copper-plate engraving at night and later 
learned the watch-making trade. 


Fond of designing, he developed his skill and in later 
years originated many lovely jewelry ornaments and 
other objects for public and private celebrations, among 
them the $10,000 key for the Texas Centennial Exposi- 
tion of 1936. 


Mr. Everts soon opened his own watch repair and 
jewelry business, and in 1916 moved from a small corner 
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in a railway ticket office to a main street building in 
Dallas. Here many of his present employees joined the 
firm. 

Two of his earliest associates, Albert W. Wittrock and 
William Weitzel, Sr., have been with Everts for 49 and 
47 years respectively. T'welve of the persons now em- 
ployed at Everts have been with the business more than 
25 years, and the 137 employees, including 52 sales 
people, have an average service record of 2314 years. 

In the midst of the depression in 1933, Mr. Everts 
with typical optimism and far-sightedness established 
his business in its present location, a beautiful building in 
the center of the bustling Dallas shopping district. 

Now managed by his son, Myron, soon to be joined by 
his grandson, F rank Everts, Jr., the Arthur A. Everts 
Co. is known as one of the largest, friendliest and most 
beautiful jewelry stores in America. With the motto, 
“Everts on the box adds much to the gift but nothing to 
the cost,” the company constantly expands but always 
maintains personalized attention. 

One of the early presidents of the Texas Jewelers 
Association, Mr. Everts served two terms as president 
of the American National Retail Jewelers Association. 
He is a member of the Metropolitan Museum of Fine 
Arts Society and a director of the American Horological 
Society. Also, he is a Scottish Rite Mason, a Hella 
Temple Shriner, a member of the Dallas Museum of Fine 
Arts, citizens’ council, Dallas Boneheads, Rotary Club 
and various professional and religious organizations. 





AMSTERDAM DIAMOND EXPORTS REVIVING 
: by H. E. Slijper 


It is now more than a year since the first et of 
rough diamonds reached Amsterdam. 

The difficulties wHich the reviving diamond cutting 
industry had to overcome were enormous. But now, a 
year later, we can report that the efforts were very suc- 


‘cessful. New cutters are being trained (and well 


trained) because the Dutch manufacturers want to con- 
tinue their reputation for well cut diamonds. 

Fortunately, the many relations which Amsterdam 
had abroad supported the reviving industry, and in the 
Amsterdam diamond market there was a brisk demand 
all the year around although it cooled off a bit during 
June, July and August. Near the end of August, how- 
ever, there was a sudden revival mainly due to the in- 
creasing demand in the U. S. A. 

The bulk of the polished production was bought by 
the American customers and the dollars paid for the 
diamonds were a welcome support for the Dutch. 

The rough was mainly imported from England and 
well distributed among the different manufacturers. 
Fach manufacturer received his share and fortunately 
the rough imports did not remain in the hands of a few 
importers as happened in other centers. 

The list of countries to which export of polished dia- 
inonds from Holland is permitted is growing monthly. 
This is important as in this way the market obtains out- 
lets for all sizes and qualities and can give each customer 
the required goods, exactly assorted to his wants. 











Rings. 





MANUFACTURERS’ ATTENTION 


We desire a manufacturer’s line for distribution to 
the wholesale jewelry trade throughout the Middle 
West —a line which will not conflict with Stone 


Established for over 25 years and our’sales in this 
territory on one line exceeded $200,000.00 last year. 
Efficient office service in Chicago. 


Address Box "Circular 1494,"" Room 1415, Heyworth Bldg. 
29 East Madison St., CHICAGO 2 
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NOT A FLAW FINDER 


THE Di MONOP TIC JEWELRY VIEWER IS BEING 
OFFERED TO THE JEWELRY TRADE FOR THE FIRST 
TIME. THE DI MONOP TIC JEWELRY VIEWER EM- 
BODIES A BRAND NEW IDEA IN MAGNIFIED ILLUSION. 
ITS ABILITY TO REFLECT BLUE WHITE BRILLIANCE IS 
THRILLING. ITS THIRD DIMENSIONAL EFFECT ON THE 
CUSTOMER IS STARTLING. ITS ABILITY TO HELP MAKE 
A SALE IS A WELL KNOWN FACT AS MANY OF THE 
COUNTRY'S LEADING JEWELERS CAN TESTIFY. 











THE DI MONOP TIC JEWELRY VIEWER IS NOT A FLAW 
FINDER. IT IS NOT A SCOPE. IT IS AN OPTICAL DE- 
VICE DESIGNED TO INSPECT PRECIOUS JEWELRY 
UNDER ILLUMINATION AND MAGNIFICATION. 


BEFORE ORDERING, JEWELERS SHOULD NOTE THAT 
DUE TO THE SPECIALLY GROUND LENS, THE DI 
MONOP TIC SHOULD NOT BE USED BY THE JEWELER 
TO PURCHASE DIAMONDS FOR HIS OWN STOCK, AS 
THE VIEWER WILL NOT SHOW UP IMPERFECTIONS IN 
A DIAMOND IF THE IMPERFECTIONS ARE NOT VIS- 
IBLE TO THE NAKED EYE. 


~ MORE THAN 300 SOLD IN 22 DAYS AT THE 
NAC] 1946 JEWELRY SHOW IN CHICAGO 


ORDER THRU YOUR JOBBER 


S. H. Clausin & Co., Inc. Michigan Jewelers Supply Co. 
13 Sixth St., South 1022 Michigan Theatre Bldg. 
Minneapolis 2, Minnesota Detroit 26, Michigan 


S. H. Clausin & Co., Inc.. A. C. Possin Co. 
Rookery Bldg. 213 W. Wisconsin Ave. 
Spokane 8, Washington Milwaukee 3, Wisconsin 


For Jobber Territory Still Open Write 


M. R. SCHNAIR & CO. 


845 CHICAGO AVE., EVANSTON, ILL. 


DI MONOP TIC 


DI-MONOP-TIC | 
JEWELRY VIEWER 
Patent Pending 





















THE SILVER MARKET IN 1946 
(From page 302) 


confine our concluding remarks to the situation in the 
United States, particularly as it is the domestic market 
in which the majority of our readers are interested, 


“The consumption of silver by the arts and industries 
in this country during 1947 will unquestionably decline 
from the 105,000,000 ounces used in the year just ended. 
On the other hand, production generally should show 
some increase. Based on the best estimates obtainable 
at this time, it would appear as if the total industria] 
demand of North and South America would about offset 
Western Hemisphere mine production, excluding the 
United States’ output which will be absorbed by the 
Treasury. However, there are other supplies to the 
extent of some millions of ounces which will be ayail- 
able for sale in New York. Without some additional sup- 
port, therefore, we can foresee a market which at best 
might maintain a level in the low 80c. range but which 
would undoubtedly decline still further if offerings 
other than new production were pressed for sale. The 
time or amount of any such decline is unpredictable. 


“An estimate from Bombay places India’s potential 
absorption of silver during 1947 at 60,000,000 to 70- 
000,000 ounces if the price remains in the neighborhood 
of $1 per ounce. Past experience would indicate a 
larger consumption at a lower level. Additional buying 
in the New York market on any such scale as this would 
be a very bullish factor, but the degree to which Indian 
demand will be felt here is wholly dependent upon the 
availability of dollar exchange for silver purchases.” 





WAR TAUGHT MANY DISPLAY LESSONS” + 
(From page 296) 


theory that larger inventories of case merchandise will 
require more adept handling. 

One of the most important features in setting up an 
effective window-selling program is a tight schedule un- 
der which each window will be operated. By setting 
forth carefully the exact trims for each season of the 
year, leaving spots for timely local promotions, tie-ins 
with civic events, etc., the display man will never be 
caught short of the proper materials for specific dis- 
plays—such as was often the case in the past. More- 
over, a “staggered schedule” will permit constant 
changes in window appearance without tieing up the 
store while all windows are changed at once. Our post- 
war window display may be summed up as a system of 
striving for better and more individual window displays 
in a constant line of progress. 





MARRIAGE RATE CUES SILVER DISPLAY 
(From page 292) 


books for following up sterling sales, increasing gift 
sales volume, and maintaining close contact. Records 
are being kept in the sterling department in a variety 
of entry books—two covering brides and the patterns 
selected on flatware, serving dishes and other sterling 
gifts; another “pattern reference book” which makes 
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ermanent records of every sale of flatware and the 
number of items the customer owns in each pattern; 
and a third of potential customers listed as “‘prospects” 
after a call to the department. The war taught Kris- 
man-Frey as it did other jewelers, the importance of 
keeping a close contact with customers who own in- 
complete flatware services or will eventually need serv- 
ing dishes, etc., and, therefore, it is fundamental in 
the department to make an entry in one of the record 
books with every sale. Combined with better display 
windows, the striking interior display, and more vigor- 
eus newspaper advertising, this policy is expected to 
increase greatly sterling and plate sales. 





BOBBY-SOXERS THINK OF THEIR SILVER 
(From page 300) 


carved patterns for their future table settings. 

Pattern choice for silverware was overwhelmingly 
that of the girl, apparently, since 64 per cent replied 
that they had made their own selection. Only 17 per 
cent reported that they had not made the selection them- 
selves, and 19 per cent did not answer. 

Relentlessly probing every aspect of the hope chest, 
Seventeen got down to rock-bottom and asked those 
girls who had already acquired silver precisely how 
many pieces they had. Of the total, 44 per cent had 
10 or less, 24 per cent boasted of from 11 to 20 pieces, 
10 per cent had from 21 to 30 pieces and 4 per cent 
each were in the 31 to 40, and 41 to 50 piece brackets. 


Few girls had as many as 51 to 70 pieces, and but 8 
per cent boasted from 71 to 80. 


ADS INFLUENCE CHOICE 

Influences in the selection of patterns by Seventeen’s 
hope chest builders were quite evenly divided between 
advertisements, store displays, mother’s silver and that 
of friends and relatives. 

Fifty-nine per cent of the girls replying to the ques- 
tionnaire stated that they had read silverware adver- 
tisements recently, and only 34 per cent stated flatly 
that they had not. Seven per cent did not answer the 
question. 


CONCLUSIONS FOR THE JEWELER 


In brief, Seventeen’s survey points up the need for 
more aggressive silverware promotion beamed at the 
younger girls. The research demonstrates the fact that 
the market does exist. But it must be carefully culti- 
vated. 


In addition to interesting the girls themselves in the 
subject of flatware for hope chests, jewelers would do 
well to promote the idea among relatives and friends, 
suggesting flatware as birthday and Christmas gifts. 
The same methods as used for bridal silver merchandis- 
ing could be employed, a pattern selected and added to 
by givers at various times. In addition to creating in- 
terest in building up a complete set of flatware, a method 
of this sort would undoubtedly prevent the youngster 
from going far afield in search of her silver in later 
years. 





Are You Taking Stock For 1947? 


Have You Any Inactive Patterns of 


STERLING SILVER 


Flat or Hollow That Are “Dead” 


These are frozen assets and can readily be con- 


verted into cash. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 





77 MADISON AVENUE 


MEMPHIS 1 
JULIUS GOODMAN 


FOR FEBRUARY, 1947 


TENNESSEE 
* © JOSEPH A. GOODMAN 


Reference: THE JEWELERS’ BOARD OF TRADE 
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over 25,000,000 interested 


Did you know that Flight Sun Glasses 
are definitely different? Yes, different 


in their flawless construction, in the 
unique quali their superior mate- 
rials .- - t remendous 


Fashion Appeal to ¢ S Conscious 
Public . - - @ difference 

greater profits to you, greater satisfac- 
tion to your customers. 


No 1000 — 1 /\0-12* 
gold filled frame Ground 
and polished lenses. Pear! 
hrow res! Also ovailable 
with four base processed 
and polished lenses 

Retoil price $9.95 


ARISTOCRAT _ 1/ 10- 
vat gold-fillee frame. 
Ground and polished lenses 
Semi-rimiess. Also avall- 
able with four base Pros 
essed ond polished lenses. 

Retail price $12.59 


VICEROY — Scientifically 
processed and polished 
Tuts Pear) brow rest. 
Non-corrosive white metc! 
or gold plate frame. 
Retail price $4.95 


No. Oy oe /\0-12K. 
gold-filled trame. Ground 
and polished lenses. emi: 
rimless. Also ovailable with 
four base processed ond 
polished Tubiae | 

Retail price: $9.75 itage Hull 18-8* Stainless Stee! 

v! ableware with sm = 
colored ncniitian ae etareme an 
price $9.95 to $19.95 set, retail 
attractive gift chest $1.98 extra 


o . 
fmest stainless steel made for tablew 
cre 


VISION PRODUCTS COMPANY, INC. - a y ) : 
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1239 BROADWAY, NEW YORK 1, NY 
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The C. W. Hickok fempered @ Exquisitely finished 
DURA ... Wrist Watch Band is 
precision made for the Jewelry 
trade, scientifically designed to hold @ Added watch protection 


any wrist watch securely in place. @ Guaranteed by C. W. Hickok 


@ Shock absorbing 


NEW LOW PRICE 


EFFECTIVE JANUARY 2, 1947 
RETAILS Your Price 


$3.00 918-00 -c: 


EACH LESS 2% 


ORDER NOW FOR 
IMMEDIATE DELIVERY 


This beautiful TRANSPARENT ' The only clasp-on Dura metal bracelet 
LASTIC DI r win- ° . : 
se or counter FREE with each with movable clips to fit any wrist watch. J A M ES G F L ATA U 


two dozen bands ordered. 
(Height 5 inches) Sole Sales Agent 


ONE PRICE TO THE JOBBER, ONE PRICE TO THE JEWELER, 27 ©: Madison St., Chicago 2, Ill. 
ONE PRICE TO THE CONSUMER 
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Highest quality photo frames 
at remarkably low prices. Avail- 
able through your jobber. 
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Special sizes on request. E 
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: Cielewias? CORPORATION 


812-820 N. ORLEANS STREET, CHICAGO 10, ILLINOIS 





For Over 40 Years 


ENGRAVERS C es. 


TO THE TRADE Bowling is Women’s most popular sport. 


J NEW “BOWLING COMPACT! 
oday, as 40 years ago, our watchword ° 


is fine hand engraving, produced with Nationally advertised in all the leading bowling maga- 
a skill that combines artistic integrity zines. A deep loose powder compact, well constructed, 
and precision. “4 and finished in exquisite two-tone brush bronze finish. 
, IMMEDIATE DELIVERY. All orders shipped same day 
Out-of-town business handled 
ith speed and cinoes baliability as received. Order from your wholesaler today 


siding Keystone List 
retall e (not taxa 
CHAS. SILBERMAN & CO. a - $4 QS cerca 


"Fine Engroving In All | | 
Iai Canal Sitect © New York 2, N.Y. WILLIAMS JEWELRY & MFG. CO. 


Established 1905 HW Alker 53-8944 4th Floor Silversmiths Bidg., 10 $. Wabash Ave., Chicago 3, Ill. 
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|. Made of jeweler's bronze with floral design ‘in pastels 
is this compact, square or oblong, with inner door and 
equipped with patented touch-catch. May be retailed for 
about $10. From Kotler & Kopit, Inc., 303 5th Ave., N. Y. 


2. Simplicity keynotes this reproduction of a familiar design 
in Colonial candlesticks. Modeled in brass, it is the "Lexing- 
ton," made by Exeter Brass Co., Exeter, New Hampshire. 2 


3. Western artist Til Goodan designed this 'Bar-None" lamp 
and shade, with bronze figure, copper shade, and base of 
tabasco mahogany. From M. C. Wentz Co., Los Angeles, Cal. 





4. These china bonbon dishes in assorted styles are decor- 
ated with 22K gold filigree, with French court scenes in 
natural colors in the centers; retailing at $4 each. From 
Levy Bros. China Co., Inc., 225 Fifth Avenue, New York 10. 








5. Both modern and Early American styling are represented 
in these copper pitchers, suitable for practical as well as 
decorative use. From Jimmy Smith, Los Angeles, California. 


6. This new leatherette linoleum desk pad, 20x34", has 
gold-tooled panels and may retail for about $6; immediate 
delivery from Stationers’ Specialty Co., 19 W. 2Ist St., N. Y. 
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parkling spheres 
of superb Tiffin crystal for | 


dramatic flower decor. 


UNITED STATES GLASS COMPANY TIFFIN, OHIO 











FOR FEBRUARY, 1947 | 327 





|. Pleated satin ribbon edges these Priscella wall plates 
painted with florals, fruits and Godey prints in Early Amer- 
ican themes. From Albert Arkin Co., Los Angeles, Calif. 


2. Made of lustrous hammered aluminum is this new Buenilum 
beverage set, 12-0z. mugs retailing at $3 each; 3-qt. jug at 
$5.50. From Breslauer-Underberg, 225 5th Ave., N. Y. C. 


3. Rich-toned enamels high-fired on polished copper create 
unusual multi-tone effects in this line of accessories, to retail 
from $2.50 for the ash tray to $15 for the 1!" bowl. 
Sold exclusively by Sun Glo Studios, 225 5th Ave., N. Y. C. 


4. Old, cut-glass shades and reproductions of Sheffield 
candlesticks make up these hurricane lamps, to retail at $65 


a pair. From Mottahedeh & Sons, 225 5th Ave., N. Y. C. 


5. This violin-shaped cigarette box and matching ash tray 
are in Bethwood Royal china, with floral designs against 
solid ground color in pastel rose or turquoise highlighted 
in gold. From Beth Weissman, 49 West 23rd St., N. Y. 10. 


6. A feature of this British Morocco wallet is a secret, 
removable compartment for bills. Sold only through job- 
bers, it is made by Leon Glass Co., 38 W. 32nd St., N. Y. 
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Facog 100” 


America’s Number 
One Brand for 
Hand Crafted 
Aluminum. 


SUPERIOR 


in every respect. Genuine Vacuum (pat- 
ent pending) !ce Tub of Everlast non- 
tarnishable forged aluminum. Keeps 
about 60 cubes from 12 to 24 hours. 
Three quart capacity. 


No. 990 — $12.50 each 





MINUET FIGURES 


of glaze. 


Left: No. 1100 — 9” high 
$15.00 each 


$15.00 each 







DUO-BLEACH STURDITRAYS 


A graceful leaf design retaining the Division of Sturditoys 


original natural color of California of California. 
Birch is featured on this Sturditray 

Master Server which is a_ striking, 

bleached white. 


No. 206 — 18” diam. 
$6.50 each 


// (A ) Moma Oltfles olate Mm) aloh adele) itt 


225 Fifth Avenue 


EXCLUSIVE NEW YORK 10, N. Y. 
SELLING 


AGENTS 527 West 7th Street 
LOS ANGELES 14, CAL. 


Western Showrooms: 
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figures is further enhanced by 
delicacy of color and smooth richness 


Right: No. 1101 — 834” high 





AT ALL MAJOR GIFT SHOWS 


The exquisite grace of these fine china 
the 


& 
‘Ne cHINe 


The Trade Mark 
of Goldscheider- 
Everlast Corp. 
Makers of World 
Renowned Fine 
China. 





Chicago Showrooms: 
1216 Merchandise Mart 
CHICAGO 54, ILL. 


IfeldelatioM late) 74°) 11 


The Hopkin-Morgan Co. 
6 Wellington Street East 
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|. Off the market during the war, this 7" footed vase with 
cupped top, in the “Colony” design, is available again, to 
retail for $2. From Fostoria Glass Co., Moundsville, W. Va. 


2. This combined cigarette case and lighter is the "Aladdin" 
with engine-turned gold-colored case and sturdily-made 
lighter; holds both cigarette sizes. Retail $15, no Federal 
tax. From Metalfield, Inc., 366 5th Ave., New York |, N. Y. 


3. “Fairy Dell" is the name of this soft-toned floral de- 
sign in Spode dinnerware. It appears on the “Charlotte” 
shape, whose swirled flutings were modelled from silver. 
From Copeland & Thompson, Inc., 206 Fifth Ave., New York. 


4. Back again—lIrish Belleek china! Among the best-known 
pieces is this exquisitely detailed ‘Prince Arthur" vase. 
Available in the spring, it may be retailed for about $30. 
From Maddock & Miller, Inc., 129 Fifth Avenue, New York 3. 


5. Victorian in style is this flower and coin gold pattern 
in Princeton china; cigarette box, $5 retail; 4'° trays, $2 
each. From Bernard Lipman, 261 Fifth Avenue, New York 16. 


6. Made by Goldscheider-Everlast is this 26!" lamp, with 
"Venice" figure in china on a metal base, and custom-built 


shade. Distributed by Everlast, 225 Fifth Avenue, N. Y. C. 
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Forceful National Advertising—beautiful pres- 





tige ads—in leading fashion magazines, now 
scheduled to make famous to YOUR customers 





a name that superior compacts have already 
made famous to you. Tie in now with beautiful 
K & K COMPACTS—let our National Adver- 
tising Program bring you greater profits than 
ever before! 


Our unique and exclusive 
Diamond Shape compact with 
its ‘‘third-dimensional ’ 
ultra-modern outlook. An 
accessory of smart distinction 
before the war returns to even 
greater demand today 


Pastel spring colors in delicate flora! 
designs enrich these lovely compacts of 
elegant jeweler’s bronze. In squore and 
oblong shapes, with inner door 

and famous patented 


“’Touch-Catch“‘* 


Watch for K & K ads! 


compiatls 





ayparlle dss 


"Reg. U. S. Pat. Off ' Lyi ‘ 


- 
OLE LE SE LETTE LE 


KOTLER & | <0) 22 i Be ine Pawtucket, R. I. Neu York Showroom: 303 Fifth-Ave.,-N. Y. 16 
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by MADELINE LOVE 


= early trade shows—gift, furniture, homefurnish- 
ings—all have revealed one common characteristic, 
and that is a greatly increased caution in buying. From 
every quarter the reports are the same—merchants go- 
ing slowly and carefully through the exhibits assuring 
themselves of quality, shaking dubious heads about 
prices, wanting to know something definite about de- 
livery dates, and just generally reversing the attitude 
they have been maintaining for the past few years. 
This new attitude is, of course, actually the old atti- 
tude, the way merchants have always conducted their 
buying in normal times. Only wartime shortages and 
the frantic need to get merchandise—any merchandise 
—to sell could produce the indiscriminate buying of 


recent years, and both buyer and seller have been well © 


aware that it couldn't last forever. The time would 
come, they knew, when the merchant would once more 
be a merchant, and the vendor would have to do more 
than merely permit him to buy. 

It was thought that this time would come when the 
consumer decided she had had enough, when the upward 
spiral of prices was too much for her to take and her 
wartime savings had been depleted. But the stores 


haven’t waited for that moment. Wrongly or rightly, 
they seem to have jumped the gun and decided to glow 
down their buying at a time when only the earliest signs 
of a consumer slowdown were observable. 
* & 

HE first sponsored television show in the dinnerware 

field was presented January 22 by Josiah Wedgwood 
& Sons, Inc., over the facilities of Station WABD at 
the Du Mont-Wanamaker Studios in the John Wana- 
maker store, New York. A cleverly-devised story was 
enacted, built around a pair of young newly-marrieds 
who have just been given a set of 
Wedgwood china. Incorporated 
scenes of actual china-making were 
accompanied by a running commen- 
tary given by the “bridegroom” who, 
as a GI in England, had visited the 
Wedgwood plant. Hensleigh (, 
Wedgwood, president of the Wedg- 
wood company, invited a group of 
guests from the industry and the 
press to see the broadcast. 

* + 





tee 
H. C. Wedgwood 
AEGER POTTERIES, INC., of Dundee, IIl., is 
observing a 75-year-old family history in the 
ceramic industry this year. Started in 1871 by David 
H. Haeger, the company first made brick and tile, and 
then in 1814, the founder’s son began to make art pot- 


tery. From a one-kiln operation, the pottery grew into 
(Please turn to page 835) 
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BUENILUM 


—Lustrous hammered Aluminum 
Hostess Service Accessories by 
Messrs. Buehner & Wanner—an 
established quality product at 
popular prices—now nationally 
advertised to the consumer. 





Illustrated—our new Relish Dich 
+#+1051—1444” diameter—hand- 
made removable sectional glass 
insert. 





$4.75 each (wholesale) subject to 
our usual terms, F.O.B. New 


York, N. Y. 


Write for illustrated leaflets. 
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of the world’s largest, with a production of more George Richman, Pennsylvania, Ohio, and New Jersey; 
one : 


than two million pieces annually. In recognition of its and Berg Stadtman, the outnanat. A. H. Heisey & 
diamond jubilee, the company is issuing a deluxe book- Co., glassware manufacturers of Newark, Ohio, have re- 
let and has developed & series of special designs to be sumed publication of their interesting booklet called 
shown at the current shows. And another phase of the “Table Talk, a wartime casualty. Bolender & Co., of 
celebration is the inauguration of the Haeger Awards the Merchandise Mart, Chicago, recently became mid- 
for ceramic design, for the encouragement of American western representatives for the Rochelle china line of 
artists. ——— -~- -« Fondeville & Co., New York. Imperial Glass Corp., 


Bellaire, Ohio, has issued its annual Glassware Promo- 
tional Calendar, to assist merchants in planning 1947 
promotions. The Dell Glass Co., Millville, N. J., has 
been bought by Vogue Ceramic Industries, New York, 
which reports that no immediate change in existing sales 

. ~~ arrangements is being made. E. H. Thieler, of Geo. 
Sarna, Henry nae reg Fane a Se See See F. Bassett & Co., Inc, New York, is making a buying 
been added to the list a s es trip to Europe—his 47th crossing in 50 years’ experi- 
ence in the import field. Collins, Groth & Johnson, San 
Francisco sales representatives for gift and homefur- 
nishings lines, have moved their office and showrooms 


ARRY BURKHART has been elected president of 
the 225 Fifth Avenue Association, Inc., New York 
giftware group. The other officers are H. Lionel Herz- 
felder. vice-president; H. S. Bailey, treasurer, and Nor- 
man C. Preston, secretary. Raffi Mottahedeh, S. S. 


URING recent weeks, both the pottery and the glass 
industries have been putting up stiff arguments at 
Washington against any possibility of tariff reductions 


in their fields. Management was aided by some of the from Fifth Street a Space 212 in the Western Mer- 
ynion officials in pointing out the effects of a lowered chandise Mart. David Chernoff, general sales manager 
tariff on American factories and their workers. Agita- of the Manhattan Novelty Corp., New York, has termi- 
tion for a reduction in duties is based on a governmental nated his 16 years’ association with the firm to estab- 
wish to stimulate production in 18 foreign countries so lish the newly-formed Sun Coast Merchandise Corp., 
that their economic situation may be improved, and the at 535 South Spring Street, Los Angeles, Calif. Master- 
pottery and glass industries feel that this should not Craft Novelty Co., New York costume jewelry manu- 
be done at the expense of our own economy. facturers, has reorganized its sales group with Walter 
. 2£ @ S. Becker covering the Middle West; Ben Lewenthal, 

pacar Everlast Metal Products Corp.'s sales New England and metropolitan New York; Alex F. 
organization has been increased by three, with Lukather, the West Coast; Al Sloane, the Washington 


Lester M. Guiterman covering the large Eastern cities; territory; and Max Solomon, the South. 

















Si ws Deposi f 


Exquisite lace work in sterling silver applied on crystal- | pe See 

like articles of various styles. The handsome double ‘ ee sin: a adienine sll 
. " continues as our outstanding ceramic line. This 

—_ bent = oa angle, shown here, No. 4708, is ohh crackled pottery is based Pe a secret patented formula and 

igh and 103/, long GT............. 20.00 manga ist occupies a unique position in the pottery world. Its textured 

Not shown: A beautiful tray, No. 4712, 17 xlOl/, surface and vivid aqua, turquoise, red, green 7 amethyst — 

25.00 ea. List ings are distinctive, in comparison with other ceramics that 
Ash trays, Bonbons, No. 4702, 7"... enti 6 Sob gly Sete aes 
° a ° 4.50 + o retail from 2. 

vy oie a: a asda Send for $50.00 assortment of vases, platters, bowls and ashtrays. 

Sample assortment (6 pes.) .......... 75.00 ea. List New items are available IMMEDIATE DELIVERY 
EXCLUSIVE WITH 

GEO. F. BASSETT & CO., Inc. 
225 FIFTH AVENUE Established 1859 NEW YORK 10, N. Y. 
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GRACEFUL PORCELAIN VASE 
richly decorated with allover filigree design done in 22K 
gold—834"" in height—$24.00 a Dozen 
Min. quantity, | doz. 75¢ packing charge 


Immediate Delivery 


| LEVY BROS. CHINA CO., Inc. 


Office and Showroom Gift Bivision 
79 Fifth Ave. NEW YORK 225 Fifth Ave. 
















‘BOSTON GIFT SHOW 





ITALIAN ALABASTER 
Our own direct imports! 


A largé selection of genuine polished alabaster pieces in ex. 
quisite colorings. Bird baths—Ash Trays—Bookends— 
Smoke Sets—Crosses, Etc., Ete. 


Priced from $9.00 doz. to $10.00 each 


Send us your open order for an assortment of $50.00 to 
$100.00 or write for prices of items. 


Visit our showroom—or 


NEW YORK GIFT SHOW 
Room 722, Hotel New Yorker 


Parker House 


M. B. DANIELS & CO., INC. 


31-37 West 27th St. New York I, N. Y. 
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| Delicately-tinted, realistic, hand-made flower 
in high relief cleverly applied to crystal and 
opal frames, perfume trays, matching bottles 
; and dressing-table mirrors. A unique and 
j original creation by 


| MIRRO NOVELTY CO. 


Pioneers, Originators and MANUFACTURERS since 1925 
225 FIFTH AVE. © Room 933 «© NEW YORK 10, N. Y. 
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4 DUMORE 


Flexible Shaft Machine 
Bo in. 5 a il ae $62.00 


(Dental Hammer to fit) 
RE ES Se re erear ieee 15.00 


| NEW MODEL 


y Flexible Shaft Machine 
\ as pictured ..... 62.00 


(Dental Hammer to fit) 























R-P-GALLIEN 


MATERIALS * TOOLS « SUPPLIES: 
220 WEST FIFTH STREET 
| LOS ANGELES 13, CALIFORNIA 
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SHARDL 


AUTOMATIC 
LIGHTERS 








BIGGER 


1947 


PROFITS 








national Hdverlisay/ 2 
Dtstanding 


\tewalic 
Performance 


BEYOND QUESTION THE 
FINEST AUTOMATIC 
LIGHTER YOU CAN BUY 


5 
Pes 3 
: x 
MI 5 
, 7 > 
— ¢ Bs; 2 
MI "ak 
, : 33 
SE Est 
5 i 
¥ t 3 
. Teree es 
ae. . | 
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Retail $7.50 









Automatic 


Sissi 8? 


Starlight 


Non-Automatic Retail $3.50 


TH PLEASE ORDER THROUGH 
i YOUR JOBBER 


Victory Blvd. Glendale 1, Calif. 








‘Air robs pepper of its —_ thrill; use 
és oD 
it, like coffee, fresh-ground from the mil 


oe oe eee 





Olde Thompson 
PEPPER MILL and MATCHING SALT 
SHAKER 
Connoisseurs of fine foods and discriminating 
homemakers everywhere are acclaiming the var- 
iety of uses and table charm of Olde Thompson 
pepper mills and matching salt shakers. 
“Romance” style, as pictured, compliments the 
finest table settings with its selected hardwood 
case and all metal fittings, polished to a mirror 
finish. Fhis handsome pair retails at $7.50. Pepper 
mill separately, $4.95, retail. Free pepper berries 
supplied. Catalogue showing other attractive 

designs on request. 


GEORGE S. THOMPSON CORP. 


5240 Huntington Drive + Los Angeles 32, California 
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New! Different! Beautiful! 


WATCH 
DISPLAYERS 


Spring Steel Arm 
All Velvet Covered 





Give your watches more glamour and 
appeal with these handy self-selling 
displays. 

Designed to fit all watches, both 
ladies’ and gents’. 

Base and arm velvet covered .. . 
exquisitely tailored . . . can't mar or 
scratch fine watches. 

Special concave-balanced base in- 
sures rigidity of displayer. 

Watches are held securely, released 
quickly. : 


# 13 |—single—$2.25 ea. 
# 132—double—$2.75 ea. 
# 134—quadruple—$3.25 ea. 





FOB Hollywood 


Immediate Delivery 
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EXCISE TAX WILL REMAIN IN EFFECT 





House Favors Grant Bill Voting for Indefinite Tax 
Continuation; Jewelry Trade Associations Take Action 


It is almost certain that the 20 per cent war-time excise taxes on jewelry 


will continue for an indefinite period. 


The House Ways and Means Committee on January 17th unanimously 
voted a favorable report on the Grant bill which would freeze for an indefinite 
period that group of excise taxes coming under the provisions of Section 1650 
of the Internal Revenue Code. This is the section that states that certain rate 
advances initiated under the Revenue Act of 1943 were to go out of existence 
automatically six months after the termination of hostilities. 


Hopes were high on December 31, 
1946, when the President issued his 
proclamation ending hostilities. The 
trade was looking forward to July 1 
when the new rates would become effec- 
tive reducing the tax rates from 20 per 
cent to 10 per cent. Upon reconsidera- 
tion, a pessimistic outlook emerged. 
The trade at large feared that consum- 
ers would postpone purchases until July 
1. The President’s action was seen as 
stimulating consumer demand after 
July 1, but hampering it until that date. 
Some members of Congress set their 
sights at reducing immediately those ex- 
cises where business hardship would be 
caused by buying resistance in waiting 
for a July 1 cutback. 


PRESIDENT URGES EXTENSION 


In his annual budget message to Con- 
gress, President Truman urged that the 
20 per cent excise tax be extended un- 
til at least June 80, 1948, stating that 
automatic expiration of these rates on 
June 30, 1947, would mean a loss of one 
and one-half billion dollars in revenue 
during the coming fiscal year, a loss 
which the Government could not afford 
at the present time. 

The President’s unexpected proclama- 


4 
N 


cise taxes for an indefinite period. When 
Congress chose this alternative, jewelry 
trade associations began to act. 


JVC SEEKS ELIMINATION 


At a special meeting of the Board of 
Directors of the Jewelers Vigilance 
Committee held on January 17 at the 
Waldorf-Astoria Hotel, New York, Wal- 
ter N. Kahn, Chairman of the Jewelry 
Industry Tax Committee, which func- 
tions under the auspices of the Jewel- 
ers Vigilance Committee, summarized the 
Committee’s endeavors to eliminate the 











excise taxes. He said, “It was hoped 
that the elimination of the jewelry ex- 
cise tax could be brought about by legis- 
lation which would become effective with 
the signing of the bill. The President's 
proclamation terminating hostilities, 
which came so unexpectedly on Decem- 
ber 31, caused an abrupt change in the 
plans of the committee. As a result of 
the proclamation, jewelry buying fell 
off very sharply because of the public’s 
conviction that the exise taxes would be 
reduced July 1. The President’s subse- 
quent Economic and Budget messages 
and the action of the Ways and Means 
Committee indicate the continuation of 
the 20 per cent excise tax rate for an 
indefinite period. This does not mean, 
however, that the Tax Committee will 
not make every effort to build a strong 
case for the removal of the tax at such 
time as Congress may give further con- 
sideration to revenue matters.” Mr. 
Kahn further added that the program 
was changed so that it will approach 
the problem along new and different 
lines. 
(Please turn to page 353) 





Increase in Jewelry Stores Revealed 
In Jewelers Board of Trade Report 


The number of jewelry stores in the 
United States increased by slightly over 
8,000 during the 18 months from March, 
1945, to September, 1946, according to 
a report just issued by the Jewelers 
Board of Trade analyzing the listings in 
the September, 1946, issue of their credit 
reference book. 18,014 stores were listed 
in the spring of 1945, while 21,059 ap- 
pear in the issue of September, 1946. 





Practically the entire increase is in the 
classification of cash jewelers whose 
members grew by 3,022—from 13,800 to 
16,822. The number of credit jewelers 
decreased by 10—from 2,939 to 2,929; 
and the classification of special retailers 
and pawnbrokers increased by 38, from 
1,275 to 1,308. 

Manufacturers of jewelry showed an 
(Please turn to page 353) 
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tion declaring the official end of the war eNee ae : 

disrupted Congress’ plans for balancing ESTIMATED CAPITAL RATINGS 

the budget. The Legislators were al- pac ) Mager 

ready committed to the reduction of per- 30 40 50 60 v0 ” vanaasee 

sonal income taxes and balancing the $150,000- 

budget, and realised that in order to CREDIT RATING | ‘and over | $180,000 | ‘360,000 | $15,000 | $4,000 TOTAL 

fulfill this promise, even without the ‘nee: WOE Padi 
excise tax reduction, several billion dol- RETAIL JEWELERS | 
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More Than 1100 Members and Guests Dine at Waldorf-Astoria; 
America's Jewelry Leaders Again Meet in N. Y. For Banquet 


The 44th annual banquet of the 24 
Karat Club of The City of New York 
which was held at the Waldorf-Astoria 
Hotel on the evening of Saturday, 
January 18, was in every respect up to 
the highest traditions of this long estab- 
lished blue ribbon affair. That tells the 
story. 

Attended by over 1100 of the leading 
men from every segment of the industry, 
the dinner started as usual with a re- 
ception at 6:30 with the guests taking 
their place at the tables in the grand 
ballroom promptly on the stroke of 7 
o'clock, the honored guests who were 


seated at the head table being escorted 


by members of the 24 Karat Club’s Re- 
ception Committee. Following the cus- 
tomary singing of the “Star Spangled 
Banner,” the invocation was pronounced 
by the Rev. Richard A. Kehoe and the 
banqueters were welcomed in a_ few 
brief but well chosen words by Club 
President William G. Ogush, who was 
presented with the gavel of office by 
Past President Howard W. Boynton. 


SOUVENIR OF THE EVENT 


Following the serving of the usual 
elaborate dinner and an entertainment 
during which the banqueters from the 
various tables mingled and chatted, an 
entertaining floor show was presented 
and the formal party broke up into 
smaller informal gatherings scattered 
through the suites of the hotel with 
much visiting and jollification until the 
early morning hours. 

Each member and guest in attendance 
was presented with a handsome 14K 
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gold key chain as a souvenir of the 
occasion. 


ON THE DAIS 

Seated at the head table as guests 
of honor in addition to President Ogush 
and Father Kehoe were: Edward E. 
Baker, President, The Jewelers’ Board 
of Trade; Frank C. Beckwith, Honor- 
ary Member, The Twenty-Four Karat 
Club of The City of New York; William 
M. Birks, C.B.E., L.L.D., Montreal; 
Alpheus L. Brown, Honorary Member, 
The Twenty-Four Karat Club of The 
City of New York; Charles G. Brown, 
President, Chicago Jewelers’ Associa- 
tion; J. Gould Cook, President, Boston 
Jewelers’ Club; Robert E. Day, Presi- 
dent, Canadian Jewelers’ Association, 
Inc.; Durward Howes, President, Amer- 
ican National Retail Jewelers’ Asso 
ciation; Cecil D. Kaufmann, Chairman, 
Jewelry Industry Council; Claude C. 
Philippe, Banquet Manager of The Wal- 
dorf-Astoria; Silas B. Reagan, Presi- 
dent, National Wholesale Jewelers’ As- 
sociation; Sinclair Weeks, President, 
Sterling Silversmiths’ Guild of America; 
Leo Weisfield, President, National 
Association of Credit Jewelers; Ray- 
mon L. Wells, President, New England 
Manufacturing Jewelers’ and _  Silver- 
smiths’ Association, Inc.; Otto D. 
Wormser, Honorary Member,’ The 
Twenty-Four Karat Club of The City 
of New York. 


Banquet arrangements were handled 
by the committee headed by G. H. Nie- 
meyer, perennial chairman in charge of 





New York 24 Karat Club Holds Annual Banquet 


this activity, and the Reception Commit- 
tee whose chairman was P. M. Fahren- 
dorf, President of Tue Jewerzers’ Cincvu- 
LAR-KeysToNe and newly elected Vice- 
President of the Jewelrs’ 24 Karat Club. 

Officers of the club are: William B. 
Ogush, president; Peter M. Fahrendorf, 


vice-president; W. Waters Schwab, 
treasurer and Alan L. Brown, secretary, 
who are assisted by the following as 
directors: Gustav H. Niemeyer, chair- 
man, Howard W. Boynton, Alan L. 
Brown, Walter Ejijitelbach, Peter M. 
Fahrendorf, P. Irving Grinberg, Walter 
N. Kahn, Edward Krehbiel, William B. 
Ogush, Daniel Price, Reginald Reich- 
man and W. Waters Schwab. 





AGS Will Hold Spring Conclave 
At Hotel Stevens in Chicago 


The first American Gem Society con- 
clave since the war will be held at the 
Hotel Stevens in Chicago on March 380- 
31 and April 1. Arranged by the In- 
ternational Committee of the A.G.S. un- 
der the leadership of Carleton C. 
Broer, International chairman of the 
Society, the three-day session will in- 
clude instruction in gemology as well 
as business meetings of the Society. 

The educational program will, as in 
previous conclaves, be conducted and 
planned by Robert M. Shipley, Jr., 
formerly educational director of the 
Gemological Institute of America. Lec- 
turers and instructors will include many 
prominent educators and _ Certified 
Gemologists, and a special session of 
advanced gemological instruction may 
be arranged for the latter on the day 
preceding the opening of the conclave. 
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Chicago Jewelers’ Association Maintains Old Tradition 
With 73rd Annual Banquet; More Than 1000 Attend 


Preserving the unbroken tradition of 
its annual banquet and evening of good 
fellowship, the Chicago Jewelers’ Asso- 
ciation held its 73rd annual banquet at 
the Stevens Hotel, in Chicago, on Janu- 
ary 4. 

The more than 1000 members and 
guests found the evening a thoroughly 
delightful one with a splendid dinner and 
excellent entertainment. 


RECEPTION WAS HELD 


As usual a reception and cocktails 
occupied the hour from 6 to 7 P. M., 
immediately preceding the banquet—an 
opportunity for mingling which every- 
one seemed to enjoy. 

Presiding over the affair was Charles 
G. Brown, of Stein & Ellbogen Co., 
president of the association, who was 
flanked on either side by dignitaries of 
the jewelry industry and several state 
Officials. 


GUESTS AT HEAD TABLE 


Guests at the head table included: 
Silas B. Reagan, president, National 
Wholesale Jewelers’ Association; Edgar 
E. Baker, president, Jewelers Board of 
Trade; J. Gould Cook, president, Boston 
Jewelers’ Club; and William B. Ogush, 
president, 24 Karat Club, New York 
City. 

An entertaining floor show of nine 
acts followed the dinner, and at the close 
ef the entertainment the party, as usual, 
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ended with informal gatherings for the 
remainder of the evening through the 
various hotel suites. 

As a souvenir of the occasion each 
diner was presented with a Sunbeam 
Coffeemaster. 


BANQUET COMMITTEE 


Members of the Banquet Committee, 
in addition to president Brown were 
John M. Biggins, chairman; Thomas G. 
McMahon, R. Schell Hulbert, Mead 
Montgomery, David E. Newman, and 
James H. Swartchild. 

Present officers of the association are: 
Charles G. Brown, president; John M. 
Biggins, vice-president; Mead Mont- 
gomery, treasurer; and Louis Goldman, 
secretary, and, directors Ed Cain, 
Thomas Monks, Ben Teitelman, David 
E. Newman, Col. J. Garner Allen, Mar- 
shall Spies, Leonard Lewy, and Coby 
Knights. 








House of Birks Publishes History 


The House of Birks, renowned Can- 
adian jewelers, recently published a very 
impressive book relating the history and 
growth of the firm. It is the story of 
men and methods, dealing in precious 
metals and precious stones. The history 
attempts to record origins, to mark the 
milestones on the way—to introduce the 
men who founded the firm, and those 








Chicago Jewelers Hold 73rd Annual Banquet 





Chicago jewelers and their guests pause to 

have their pictures taken at the CJA's an. 

nual banquet—the 73rd time for this tradi. 

tional affair. Below—chrome-plated Sunbeam 

Coffeemaster, given as a souvenir of the 
event. 











who are carrying it on now, in 1947. 
The history is dedicated to “The Old 
Guard,” an association of members of 
the staffs who have completed 25 years 
of service (today totalling 6,045 years). 
In the book, the firm takes pride in the 
many outstanding names which have 
added to its traditions. It is a magnif- 
cently executed history of a splendid and 
outstanding record of achievement. 
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Lambert's is 70 Years Old 


Lambert Brothers, jewelers, celebrated 
70th anniversary on January 7 with 
a birthday party at the store, Lexing- 
ton Ave. and 60th St., New York City. 

Guarded by two armed men, a birth- 
day cake, studded with diamonds valued 
at more than $1,000,000, and featuring 
the fabulous 127-carat “Rajah” stone, 
was the chief attraction at the party. 
The cake’s biggest diamond is set in @ 
diamond necklace and is valued at $650,- 
000. Other diamonds in the cake in- 
cluded a 65-carat perfect white pear- 
shaped diamond valued at $200,000; a 
55-carat stone set in a diamond neck- 
lace valued at $100,000, and a $30,000 
g4-carat champagne diamond and smaller 
stones. 

More than 100 persons attended the 
party, including Mrs. Augustus V. Lam- 
bert, widow of the founder of the store, 
and her two sons, Victor and Henry. 
The oldest patron present was Mrs. 
Robert A. King. Her wedding ring was 
bought at the store, then at Third Ave. 
and 58th St., New York City, on Feb- 
ruary 1, 1885. 


its 


MILLION DOLLAR CAKE 





The young lady comparing her diamond ring 
with the diamonds in the cake is Miss Joan 
Graham Kimball, New York Society's "No. | 
Engaged Girl of the Season." She is en- 
gaged to A. M. Matthews of Bronxville, 
N. Y. Because of her "No. 1" role she was 
presented with a diamond wedding ring by 
Lambert Brothers. 





Nebraska Guild Elects Officers 


The Lincoln Watchmakers Guild of 
Lincoln, Nebr., at an election held on 
January 6, named the following officers: 
President, Russell H. Mason; vice-presi- 
dent, Jesse Stotler; secretary and treas- 
urer, G. H. Penrod. V. J. Tiehardt, a 
representative of the Omaha Guild, dis- 
cussed a bill for the licensing of all 
watchmakers which is to be submitted 
to the present state legislature. 

The proposed bill provides that any 
watchmaker or watéh repairman, who 
has not practiced in Nebraska in the 
last four years, shall be required to pass 
an examination. Such a law is now in 
effect in six states and similar bills are 
before the legislature in 28 other states, 
Tiehardt reported. 
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“[Wo ways to 
hold a customer 








Set out a bear trap— 
it really hangs on to 
your man. But how! 








Use Air Express to show 
him goods on memo—de- 
livered in a matter of hours! 
With Air Express you can 
get repairs faster, keep 
customers satisfied and 
coming back, keep inven- 
tory down, because you get 
what you want in a hurry. 


Specity Air Express-its Good Business — 


The speed of Air Express places any supplier—including those abroad— 
only a matter of hours from your store. Coast-to-coast overnight! Same- 
day delivery between many U.S. towns and cities, with cost including 
special pick-up and delivery. Fast air-rail service to and from 23,000 off- 
airline communities. Free valuation coverage on every package up to $503. 
10¢ for each additional $100 or fractional part. 

Phone your local Air Express Division, Railway Express Agency, for 
full information today . . . Write today for Air Express Rate Schedules. 
containing helpful shipping aids. Address Air Express, 230 Park Avenue, 
New York 17, N. Y. Or ask for them at any Airline or Railway Express: 
Office. Air Express Division, Railway Express Agency, representing the 
Airlines of the United States. 
























Rates are low 


To speed a 2-lb. package of 
silverware coast-to-coast costs 
only $1.47! 10 lbs. for $7.37. 
Heavier weights are similarly 
inexpensive. Investigate! 
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Code Would Permit the Term "Gold Filled" To Be Used 
On Electroplate of 3/1000 Inch Thickness or More 


The question of a code of regulations 
for the watch case industry which had 
lain dormant for nearly six years, was 
suddenly revived last month when the 
Federal Trade Commission issued a ten- 
tative draft of a code of Trade Practice 
Rules for this industry and announced 
that a hearing on this matter would be 
held in Washington, D. C., on January 
21. 

The code sets up a proposed list of 





official regulations governing the use 
of quality marks on watchcases, and the 
methods that must be observed in the 
advertising and marketing of watch- 
cases. It stipulates that the rules shall 
apply regardless of whether the case 
is sold separately or as a part of a 
complete watch including movement, 
thus binding the retailer as well as the 
watch manufacturer and importer and 











A stunning earring and 
bracelet ensemble... 
Beautifully fashioned 
in 14 karat gold. 





FTC Revises Proposed Rules For Watch Cases 


the case manufacturer. It also covers 
all accessories sold in combination wit, 
watches or cases, such as bracelets, ping 
pendants, etc. 

The need for such a code has been 
recognized for a long time and the first 
meeting of the industry to consider 
the question was held back in January, 
1940, in New York City, at which time 
the Federal Trade Commission syp- 
mitted for discussion and consideration 
by the trade, the first draft of a set of 
recommended trade practices. 


TENTATIVE CODE DEVELOPED 


Out of this meeting developed a tep- 
tative code (page 105 JC-K for Feb- 
ruary, 1940), which was then given 
further consideration by the Federal 
Trade Commission and a second draft 
embodying both the suggestions of the 
industry and of the FTC’s subsequent 
considerations was distributed to the 
trade by the latter body on February 7, 
1941. The industry was then given g 
further opportunity to suggest any 
further refinements and revisions at a 
hearing in Washington on February 26, 
1941, or by filing briefs in the mean- 
time. 

It was announced that the Commission 
would then “proceed to their final con- 
sideration” and that presumably the 
final rules would be drawn and submit- 
ted to the trade for final ratification, 
this being the standard procedure in 
the adoption of an FTC code. 

However, for some reason—presun- 
ably because of the war—no further 
action was taken on the matter until 
last month—nearly six years later. Un- 
der date of December 31, copies of fur- 
ther revisions of the set of the regula- 
tions were distributed to the trade for 
consideration with an explanation that 
another opportunity would be given for 
anyone interested to present their views 
concerning the proposed rules, including 
any suggestions for change or any ob- 
jections to the rules as drawn. 


HEARING SCHEDULED 


This hearing was scheduled for Janu- 
ary 21 at the Federal Trade Commis- 
sion Bldg. in Washington, D. C., and 
as usual, the notice provided also that 
letters or briefs embodying any such 
comments might also be filed by mail 
during the interim. The notice con- 
cluded with a statement that “that due 
consideration of all matters presented 
in writing or orally, the Commission 
will proceed to final action on the pro- 
posed rules.” 

Since most of the argument in such 
cases is usually filed with the Commssion 
by mail and is, therefore, not presented 
publicly, it is not known just what the 
suggestions or comments the trade has 
made, if any. However, if the proce- 
dure follows the normal pattern, and is 
not again subject to an unusual delay, 
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t of the rules which will 


the final draf 
take into consideration any such com- 
ments, will presumably be distributed 


to the industry for final action in the 


“* . principal points of the tentative 


¢ regulations are as follows: 

ee cametons apply to all watch- 
cases at all times not only when sold 
separately as such but also when mar- 
keted as part of a watch or when con- 
taining a movement. They also apply 
to all accessories sold in combination 
with the watchcase or watch such as 
bracelets, pins, pendants, etc. 

The true metallic composition of the 
case must be truthfully and clearly and 
permanently marked in the ‘case by 
stamping, embossing or engraving on 
the outside of the case. With items 
which are so small or of such unusual 


shape as to render it impossible to 


stamp or engrave the quality mark on 
the article itself, the information must 
be set forth in a durable tag attached 
to the watchcase or watch which must 
not be removed at any time prior to 
the final sale to the consumer. 


CASE MARKINGS 


Cases made entirely of an alloy of 
precious metal are to be stamped with 
the usual quality marking, such as 
“14K” or “sterling.” Cases of gold 
filled or rolled gold plate stock are to 
be marked with the karat quality of the 
plating and shall indicate whether the 
thickness is such as to be of gold filled 
or rolled gold plate quality. For ex- 
ample, “14K Gold Filled” or “10K 
Rolled Gold Plate.” No specific pro- 
vision is made in the rule for the cus- 
tomary abbreviations “GF” or “RGP” 
which it would seem should be allowed 
since they are accepted trade usage 
and since in some instances there may 
not be space for spelling out the words 
in full.. 

Gold filled is defined as material 
whose gold coating is applied by the 
mechanical process and whose thickness 
is not less than 8/1000 of an inch 
throughout after all finishing operations. 
To be marked rolled gold plate, the 
minimum thickness must be at least 
1%2/1000 of an inch. In both qualities, 
a tolerance of 25 per cent is allowed 
in the thickness at the thinnest point 
provided that the amount of gold alloy 
on the case as a whole, shall be at least 
equal to the required standard for that 
quality. 


IMPORTANT CHANGE 


An innovation in marking of jewelry 
articles is found in the rule for the 
marking of electroplated goods which 
provides that if the electroplating has 
a minimum thickness of 8/1000ths of an 
inch throughout, the case may be 
marked “gold filled electroplate” with 
the karat quality, as for example, “14K 
Gold Filled Electroplate,’? or “14K 
Gold Electroplated .008.” 

If the electroplating is less than 
8/1000 of an inch in thickness, but not 
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less than 142/1000ths, the case is to be 
marked with the karat quality, the 
words “gold electroplated” and _ the 
thickness. For example, “14K Gold 
Electroplated .0015.” 

The plating, whether rolled or elec- 
troplated, need be applied only to the 
outer surface of cases of two piece con- 
struction, provided that the inner sur- 
face is non-corrosive and provided fur- 
ther that in cases of more than two 
piece construction such as hunting cases, 
the inner surface shall also be plated in 
the same karat quality to a minimum 
thickness of 1/1000 of an inch after all 
finishing operations. 

It is permitted, if desired, to mark 
on the case the composition of the metal 
to which the precious metal is plated, 
as for example, “10K Rolled Gold Plate 





on Sterling Silver.” In the case of 
watches plated with precious metals other 
than gold, such as silver or platinum, 
the mark shall show that the product 
is plated, the fineness of the quality 
of the metal in the plating, and its 
thickness. 

Cases made entirely of base metal or 
plated with a lighter coating than the 
minimum amount called for above, are 
to be plainly marked “Base Metal,” or 
“Stainless Steel” ‘or “Nickel Plated 
Steel” or whatever the metal may be. 

For cases having a combination of 
different metals, such as a gold filled 
bezel and a stainless steel back, a sep- 
arate marking is to be placed on each 
part correctly describing the compo- 
sition of that part. However, if the 

(Please turn to page 350) 
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Silverlike Case $2.50. 
$1.00 extra for initial 
or signature. 


Counter card of 36 
ten-cent packs of 4 
each ZIPPO Hard 
Flints, $3.60. 








ZIPPO national advertising is 
more than double 

any previous campaign. 

To the left are shown but 

a portion of the media 

being used. We have 
available counter cards, 
streamers, mats, cuts, 

radio scripts, suggested 

advs., etc., etc. 

Get back of ZIPPO—the 
lighter that made the world 
lighter-conscious. Remember 
no dealer or customer ever paid 
a cent to repair a ZIPPO. 





ZIPPO MANUFACTURING CO., DEPT. X, BRADFORD, PA. 





*Plus Federal Tax 


Engine turned Ster- 
ling Silver Case $20*. 
Engine turned 14K 
Gold Case $175*. 


Plain Sterling Silver 
Case $15*. Plain 14K 
Gold Case $165*. 


343 











U. S. Department of Commerce Publishes 


Booklet on Retail Jewelers’ Operations 


The United States Department of 
Commerce has published a booklet cover- 
ing opportunities of the retail jewelry 
field, as a part of its service to small 
business. Entitled “Establishing and 
Operating a Jewelry Store,” the book- 
let deals with all phases of retail jew- 
elers’ operations. . 

Such subjects as the nature of the 
retail jewelry business, organizing and 
financing, selection of location and store 
layout, store management, and the keep- 
ing of business records are discussed 





in detail. There is also a complete list- 
ing of trade association manufacturers, 
importers and wholesalers. 

The booklet points out that the more 
than 21,000 retail outlets in this field 
handle an annual sales volume of about 
one billion dollars. 

Despite this large composite volume, 
only 200 to 300 jewelers rank in the 
$150,000 to $1,000,000 capital class. Less 
than 1,000 are in the $50,000 to $150,- 
000 class, and about 3,000 are in the 
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Unusual, novel . . 


brilliance that is today. 


SOLD THROUGH JOBBERS 





Solid Non-Flexible 
BUCKLE WEDDING RING 


. with all the beauty and intricate design of 
flexible rings plus the durability of Grandma’s solid wedding 
band. This Resen Original,—in yellow gold, pink gold and 
palladium—has five genuine faceted rubies in a bar, 2 rubies in 
the buckle’s tongue, pointing to 5 beautiful closely-set diamonds. 
Here's a bic of yesterday’s sentiment, modernized in a burst of 





O. M. RESEN, INC., 62 WEST 47th STREET, NEW YORK 19, N. Y. 


MANUFACTURERS OF WEDBING RINGS AND MOUNTINGS 





RESEN 

















$15,000 to $50,000 class. More than 
14,000 have investments in their 
ranging from $1,000 to $15,000. 


LONGER LIVED 


Jewelry stores are longer lived thap 
many other types of retail outlets, the 
booklet states. A Department of Com. 
merce study on the average age of jp 
dependently operated retail stores j, 
1989 indicated that jewelry stores rankeg 
fifth in a field of 50 in this respect, The 
average age of the jewelry store was 
20 years. The high risk period fo, 
jewelry stores, as for most other types 
of retail outlets, is in the first year or 
two. 

Commenting on a tabulation compar. 
ing typical operating and merchandis- 
ing characteristics of certain trades, the 
booklet states: 

“It is clear from the foregoing that 
jewelry is above average in the gross 
margin spread and that jewelry stores 
have fewer customers than do other 
types of retail stores. But even go 
jewelry stores still wind up with a bet- 
ter profit than the others. The fact 
that the jeweler turns his stock ap 
proximately once a year would indi- 
cate that less effort and labor is in- 
volved than, for example, in a cigar or 
grocery store where many small unit 
sales are required to equal a single 
jewelry sale.” 


LOCATION IS STRESSED 


The location of the prospective jew- 
elry store is stressed, since the depart- 
ment feels much of the success of the 
jeweler’s business depends on his im- 
mediate neighborhood. 


“Those entering the jewelry store 
business now are faced with higher costs 
for goods, fixtures, rents, labor and 
virtually everything involved in owning 
and operatng a jewelry store. Your 
competitor, who established his _ store 
before 1939 was probably able to equip 
his premises and purchase his stock for 
one-third or one-half less than you may 
have to spend. The 1939 $5,000 store 
is today’s $7,500 to $10,000 store.” 

Copies of the booklet can be pur- 
chased from the field offices of the De- 
partment of Commerce, or from the 
Superintendent of Documents, Washing- 
ton 25, D. C., at 15 cents each. 





Internal Revenue Collections Up 


Internal Revenue collections of the 20 
per cent retailer’s excise tax on jewelry 
for October, 1946, amounted to $15,404, 
834.07. This represented an increase of 
$279,018.41 over collections on October 
sales in 19465. 

However, October’s collections showed 
a gain over those for September, 194, 
the preceding month, when collections 
reached $15,164,988.54. 
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New England Mirs. 
Hold Jewelry Style Show 


New England’s jewelry industry must 
resort to better craftsmanship, more 
imaginative lines, and greater values in 
costume pieces to maintain its annual 
sales volume of $200,000,000, according 
to representatives of a number of lead- 
ing manufacturers who met in Boston 
at the Fensgate Hotel on December 380, 
for a jewelry style show. These manu- 
facturers had recognized market changes, 
and they were prepared to meet them. 

Among the firms showing at the 
Fensgate were: Van Dell Corp.; Mar- 
ner Jewelry Co.; Cleinman & Sons Co.; 
American Pearl Co.; and Plante and 


Fountaine. . 

A large number of the 800 jewelry 
firms in New England, most of which 
are located in the Providence, R. I. and 
Attleboro, Mass., areas, it was pointed 
out, came into existence during the war 
and are one or two-man affairs. 





The three strand pearl choker worn by 
“Rogersgirl” Ruth Allen combines the beauty 
of pearls with the smart effect of the sun- 
burst pin which is set with the popular rhine- 
stones. In this piece, American Pearl Co. 
offers the combination of two desirable cos- 
tume pieces in a — retails for about 
35. 


As the competitive factor returns to 
the industry this year, many of these 
are expected to close, leaving the field 
to larger and longer-established firms, 
it was stated at the meeting. 

The advance showing of spring styles 
of costume jewelry manufactured in 
this area brought the stylists and manu- 





Kalman is New General Manager 


William Kalman recently assumed re- 
sponsibilities as general manager of the 
McAllister Jewelers, 211 Alcazar Ave., 
Coral Gables, Fla. He moved to Miami 
six months ago and set up in business 
after returning from the service. Mr. 
Kalman, a watchmaker by trade, served 
in the Pacific theatre as a staff-sgt. in 
the Army Air Force, 
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facturers together with representatives of 
the daily press. 

“Rogersgirls” displayed the newest 
pieces, which indicated that the manu- 
facturers are showing a definite trend 
toward imagination and delicacy of 
craftsmanship to insure the feminine 
costume jewelry market. 

Bulkier pieces have been relegated 
to second place, while the dainty lacy 
type ef jewelry is moving to the fore- 
front in contrast to the massive type of 
ornament which held the limelight last 
year. 

The manufacturers represented at the 
showing pointed out that the second 
half of 1946 brought the end of the sell- 
ers’ market in jewelry, although several 


bigger houses were forced to maintain 
their quota systems as demands ex- 
ceeded supplies. 

Generally, however, jewelry manufac- 
turers have returned to the prewar 
policy of seeking new business, and, in 
most cases, it was pointed out, new busi- 
ness is not too easy to get. 

To meet the problem of a likely de- 
cline in volume, these jewelry manufac- 
turers are preparing to bring out new 
and improved merchandise to whet the 
consumer appetite. 

The manufacturers are keenly aware 
that the public is demanding more for 
its money, and the _ representatives 
present added that there is better than 
an even chance for price reductions in 
the near future. 
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Camera Highlights of Alliance Lunch 
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Snapped by the candid camera at the reception preceding the luncheon of the Jewelers 
Security Alliance are: : 

1. William B. Ogush, William B. Ogush, Inc., N. Y. C.; Harold Alberts, |. Alberts’ Sons, 
Boston; Daniel Price, Wm. S. Hedges & Co., N. Y. C. 2. Samuel T. Schwartz, Washington, 
D. C.; J. T. Montgomery, M. A. Mead & Co., Chicago. 3. Walter Eitelbach, president, 
Jewelers Security Alliance, New York; Otto D. Wormser, Chairman of the Crime Committee 
of the Jewelers Security Alliance, New York. 4. Fred A. Bullock, Dolan & Bullock Co., Provi- 
dence; John Leiner, Benjamin Allen & Co., Chicago; Silas B. Reagan, Baldwin-Miller Co. 
Indianapolis. 5. Victor Johnson, F. B. |.; R. C. Murphy, executive-secretary, Jewelers Se- 
curity Alliance; Thomas Thornton, Asst. U. S. Attorney, Detroit; Inspector Marvin Lane, 
Detroit Police Dept.; John Hering, Traub Bros. & Co., Detroit; Arnold Carter, F. B, |. 
6. Samuel T. Schwartz, Washington, D. C.; Henry Jacobson, Jacobson Bros., N. Y. C.; Victor 
Johnson, F. B. I.; Bert Young, Jules Franklin, N. Y. C.; A. H. Arnstein, Arnstein Bros. & Co. 
7. Victor Lambert, Lambert Bros., N. Y. C.; Benjamin S. Katz, Gruen Watch Co., Cincinnati; 
A. E. Haase, executive director, Jewelry Industry Council; Bruce McCague, Cowell & Hub- 
bard, Cleveland; Leo F. Henebry, Roanoke, Va.; John Hering, Traub Bros. & Co., Detroit. 

8. The crowd gathers before the luncheon. 
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Jewelers’ Security Alliance Advisory Board 
Guests of Directors at Waldorf Luncheon 


i advantage of the fact that 
ees of the Advisory Board 
of Jewelers’ Security Alliance -were in 
New York during the third week-end in 
January to attend the banquet of the 
24 Karat Club, the directors of the 
Alliance entertained the Advisory Board 
members at a luncheon at the Waldorf- 
Astoria on January 18, at which the 
activities of the organization in the past 
year were reviewed and plans for the 
coming year discussed. 


LUNCHEON GUESTS 


Also present as guests were members 
of the jewelry trade press and four of 
the gentlemen who had been especially 
active in helping to obtain the convic- 
tion of Meyer Gordon in Detroit last 
summer as a fence for receiving stolen 
jewelry. 

These included: ‘Thomas Thornton, 
Asst. U. S. Attorney for the Eastern 
District of Michigan; Victor Johnston 
and Arnold Carter of the FBI, and 
Marvin G. Lane, Detective Inspector of 
the Detroit Police Department. Each 
of these men were presented by the 
Alliance with watches as a slight mark 
of the organization’s appreciation of 
their helpfulness in the successful prose- 
cution of this highly important case. 


MEMBERSHIP INCREASED IN ‘46 


Following the luncheon which was 
preceded by a reception and cocktails, 
President Walter Eitelbach welcomed the 
guests and Otto Worsmer, chairman of 
the Crime Committee of the Alliance, 
made the presentation of the watches 
just referred to. Victor Lambert, chair- 
man of the Membership Committee, 
stated that the membership had shown 
a net increase of 1312 per cent during 
the year of 1946 and predicted that if 
members would continue the same active 
co-operation in signing up other jewelers 
the JSA could easily show a still larger 
growth during the year ahead. 

Benjamin S. Katz, President of the 
Gruen Watch Co., speaking for the Ad- 
visory Board, assured Mr. Lambert 
that the co-operation would be forth- 
coming and predicted a successful year 
ahead for the Alliance. 

Richard C. Murphy, Executive Secre- 
tary and Counsel for JSA, told of the 
work that had brought about the con- 
viction and sentencing just a few days 
previously of the members of the gang 
of sneak thieves who had been respon- 
sible for a series of large losses in im- 
portant jewelry stores in New York and 
Boston, and Mr. Thornton related how 
the evidence had been gathered against 


Gordon until an air-tight case was built 


up against him and his conviction re- 
sulted. He paid especial tribute to the 
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Jewelers’ Security Alliance for its co- 
operation in lining up the case and the 
necessary witnesses, stressing the fact 
that three long years had elapsed be- 
tween the time of Gordon’s indictment 
and his being actually brought to trial, 
and that throughout that time the Alli- 
ance had _ untiringly maintained its 
efforts until finally in spite of every 
legal device and political pressure mus- 
tered by the defendant, the case had 
been finally and successfully concluded. 

Mr. Thornton was followed by J. T. 








Montgomery, ot the Advisory Board and 
head of the Chicago Good & Welfare 
Committee, who described the coopera- 
tion which that organization has ob- 
tained in behalf of traveling jewelers 
from the Chicago Police Department 
and the State Attorney’s Office, and sug- 
gested various steps that the Alliance 
should urge upon their retail jeweler 
members for their own protection. 


Other speakers included G. H. Nie- 
meyer, Chairman of the Jewelrs’ Vigi- 
lance Committee; A. E. Haase, Execu- 
tive Director of the Jewelry Industry 
Council; Durward Howes, President of 
the American National Retail Jewelers’ 
Association and Captain H. S. Mosher, 
of the Pinkerton Detective Agency. 
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DIAMOND CUTTING 


Send for an Estimate 
Re-Cutting and Removing Chips 


DIAMOND IMPORTERS 


Complete Stock of All Sizes 
Rounds and Fancy Shapes 
Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago 2, Il. 


Diamond Cutters of the West 
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Original Headquarters for .. . 
Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 
Servicemen’s Bands Returned By 
Return Mail 


SPECIAL FEATURE 


Bands Replated Like New for Additional 
50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 
“Specialists in Expansion Bands and Bracelets” 
355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 














London Letter 








The new year finds jewelry and dia- 
mond interests here intrigued in the 
forthcoming tour of the King and Queen 
in South Africa. A diamond and jewelry 
exhibition is planned for Johannesburg 
in connection with the royal visit. One 
New Bond Street house is sending $400,- 
000 worth of gems in a single consign- 
ment for inclusion in the exhibition. 
Managing Director Keith Drayson in- 
forms the London Evening News that 
shipment time and date details are be- 
ing kept secret to circumvent any pos- 
sibility of a coup by jewel crooks. Mr. 
Drayson says a new line (for London) 
—concave instead of convex settings— 
will be a feature of the consignment 
for exhibition in South Africa. All the 
settings but one are of platinum. The 
one is a “test piece” in gold to em- 
phasize the greater attraction of plat- 
inum. One of the outstanding pieces 
made by the firm is a pair of roses 
modeled from the livjng flowers. The 
petals alone contain 300 rubies. 


FASHION EXPERTS 


Growing interest in the visit of the 
King and Queen and the Princesses to 
South Africa among jewelry and dress 
fashion houses throughout the world 
will predominate from now on, Fashion 
industry experts from the U.S.A. are 
likely to foregather in South Africa to 
note any new royal fashion that likely 
will become popular among millions of 
fashionable women everywhere. A re- 
vival of the crinolined gown with the 
appropriate jeweled accessories is fore- 
shadowed, since this type of gown in 
a heavy cream satin was recently chosen 
by the Queen. There may be some kind 
of complimentary note to the country 
visited expressed in jewel accessories 
chosen. Ordinarily her majesty favors 
the diamond bracelet worn over the 
glove for day and evening occasions and 
the lapel jewelry usually is matched by 
the handbag brooch. A diamond brooch 
and a three-row pearl necklace with 
large matching earrings set close to 
the ear lobe are favorites for general 
occasions. 


CHRISTMAS SALES GOOD 


Reports now coming in on Christmas 
business indicate that practically all 
retail jewelers enjoyed very good sales 
in moderately priced articles. The hard- 
est job for the wholesaler was to find 
goods for the fairly brisk demand that 
was in excess of supply. Any really 
modern piece up to, say, 500 pounds 
sterling had its price pushed sky high 
so keen was the competition to buy. 
As Backes & Strauss, Holborn Viaduct 
gem merchants, point out, it is always 
difficult at this period of the year to 
emphasize what new trends there are 
in the diamond and jewelry trade. From 





continental Europe it is learned there 
was a Slightly increased demand fop 
loose diamonds from all over the world, 
This, says the firm, coupled with the 
fact that there had been a consider. 
able limitation in the supply of rough 
sent to the cutting centers, caygeg 
rather stiffer prices to rule than for 
the past two months. Many cutters who 
recently were willing to sell compara- 
tively cheaply in order to get rid of 
goods insisted on at least 10 per cent 
extra on their goods as a result, 

R. G. Gosling, a director of the (Co- 
operative Wholesale Society, is a mem- 
ber of the Working Party that recent- 
ly made its report to the Board of 
Trade on the proposed reconstruction 
of the British jewelry and silverware 
industry. The British co-operative move- 
ment, which now numbers some nine 
million consumers, naturally does not 
favor the present high purchase tax 
on jewelry and silverware. 

Can there be any good reason, asks 
the Society, why a silver tea set should 
carry 100 per cent tax, while a stain- 
less stee] tea set, costing as much, js 
free of tax? Why should luxury goods 
of silk have to bear 331/3 per cent tax 
and luxury goods of silver 100 per cent? 
The report itself points out that anamo- 
lies such as these are likely to have a 
prejudicial effect on the prosperity of 
the industry, and that the tax discour- 
ages sales of jewelry to foreign visitors. 
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Westchester RJA Holds 
Annual Dinner Meeting — 


the officers of the Westchester 
Sig Manette Association who had 
served during the past year and who 
were re-elected at the last monthly meet- 
ing were formally re-installed in office 
for the ensuing term at the annual din- 
ner meeting of the organization held at 
Birchbrook Inn in Bronxville, on Tues- 


day, January 21. 

They are: President, Meyer Gordon, 
White Plains; Vice-President, Meyer 
Wilson, Scarsdale, Treasurer, Victor 
Goldman, Portchester; Secretary, Mrs. 
Victor Ross, New Rochelle. Installing 
officer was Fred V. Cole, Editor of 
Jeweters’ CircuLar-KeystoNE who was 
elected at the meeting as the club’s only 
honorary member. 

The address of the evening was de- 
livered by A. E. Haase, Executive Direc- 
tor of the Jewelry Industry Council, 
who told of the work that is being done 
(see page 203 of this issue), and dis- 
tributed complimentary samples of the 
valentine promotion kits to the mem- 
bers in attendance. 

Entertainment was furnished by “Bill” 
Dreyer, who seemed to have an inex- 
haustible repertoire of clever and amus- 
ing ditties which he sang to the accom- 
paniment of his guitar. 
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Indiana 24 Karat Club 
Holds Annual Convention 


The Indiana Jewelers 24 Karat Club 
held its annual meeting at the Antlers 
Hotel in Indianapolis on January 12 
and 13 which was well attended and very 
successful. Many old-timers not seen in 
recent years were present. Total regis- 
tration exceeded 100. 


On Sunday, January 12, president Ed. 
O. Little opened the meeting and gave 
a brief report of activities during the 
past year and made suggestions for the 
future. Silas B. Reagan, Baldwin-Miller 
Co., president of the National Whole- 
sale Jewelers Association, explained the 
purpose and prospects of the Jewelry 
Industry Council. In the afternoon, Earl 
P. Tregilus, of the Indiana University, 
discussed “Training of Sales Personnel” 
and W. C. Kennedy discussed state 
taxes. The technicolor sound film show- 
ing how jewels were made by the Elgin 
National Watch Co. was presented. 


ELECTION OF OFFICERS 


During the Monday morning session, 
reports of committees and officers were 
received and the Constitution was 
amended to provide that the president 
of the organization must always be a re- 
tail jeweler. An election of officers fol- 
lowed and the following were chosen to 
serve for this year: President, Edward 
J. Welp, Huntington; vice-president, 
Ralph Roessler, Marion; vice-president, 
George F. Kammon, Seymour; secre- 
tary-treasurer, Theo. J. Welp, Jasper. 
Directors for one year are: E. O. Little, 
Auburn; Charles Simon, Hammond; Ar- 
thur Reis, Indianapolis; A. S. Rowe, 
Indianapolis. Elected to serve for two 
years are: Fritz Fromm, Indianapolis; 
H. R. Haerr, Cincinnati; Silas Reagan, 
Indianapolis; Sigmund Alexander, 
Marion; H. Elmer Lodde, LaFayette. 


SOUVENIRS PRESENTED 


During the afternoon, speakers and 
subjects were as follows: Chester El- 
son, “Group Hospitalization for Em- 
ployes;” Wm. Fuller, A. G. S., Chas. 
Mayer Co., “American Gem Society, Its 
Value to the public;” Ivan Pogue, Pitts- 
burgh Plate Glass Co., “Main Street 
Billboards;” Vale E. Makesell, Indiana 
University, “Value of Display,” and 
Howard L. Lewis, Elgin Watch Co., 
delivered an interesting and inspiration- 


al talk on jewelers and their place in the - 


business world. 


At the banquet and floor show on 
Monday evening, the Club presented 
each lady with a corsage and each mem- 
ber received a gold lapel button, a 
replica of the Club emblem, presented 
by Bardach Bros., Indianapolis. The 
time and place of the summer conclave 
will be announced after a directors’ meet- 
ing in March. 
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ANRJA Mid-Year Confab 
Will Be Held in Omaha 


The American National Retail Jewel- 
ers Association will hold its 1947 Mid- 
Year Conference in Omaha, Nebraska, 
with Hotel Paxton as convention head- 
quarters, on Monday and ‘Tuesday, 
February 10 and 11. Preceded by the 
annual convention of the Nebraska Re- 
tail Jewelers Association on Sunday, 
February 9, this meeting promises an 
outstanding program that will make a 
definite appeal to retail jewelers in a 
wide area of the country. 

This will be the first convention 
ANRJA has held in Omaha since 1909, 
and every effort is being made to pro- 
vide a program that will equal, if not 
surpass, any that have gone before. In- 
dicative of the importance that ANRJA 
attaches to its mid-year conference, it 
is announced that the entire Executive 
Committee will be in attendance. 

Program details released by ANRJA 
reveal that much emphasis will be placed 
on the “Clinics” which have proved to 
be such worthwhile events at the Na- 
tional Association’s New York Conven- 
tions. A good deal of thought has been 
put into these sessions which will be 
opened by a panel of prominent retail- 
ers who will outline the subject under 
discussion, add their own comments, and 
then throw the meeting open for a full 
and frank discourse from the floor. 


FORMAL PROGRAM OUTLINED 


On the formal program, “Store Mod- 
ernization” and the ever-vexing question 
of “Silver” will be discussed, and other 
subjects of vital interest to retail jewel- 
ers will be covered. 

The entertainment side of the pro- 
gram has not been neglected, and a 
Dinner-Dance will take place at Hotel 
Paxton on Monday evening, February 
10, and an informal reception will be 
held on Sunday evening, February 9. 

While it is anticipated that a bulk 
of the attendance will come from the 
states adjacent to Nebraska, it is point- 
ed out that this is a National Mid-Year 
meeting, so all retail jewelers are wel- 
come, and it is hoped that every state 
in the Union may be represented. At 
ANRJA’s 1946 meeting in St. Louis, 
jewelers were present from 30 states 
and the District of Columbia, and 
Omaha is out to better this splendid 
record. 


Gold Production Increased in ‘46 


Production of gold in 1946 totaled 
1,503,553 fine ounces—58 per cent more 
than in 1945, but still far below pre-war 
levels—the Bureau of Mines recently 
announced. 

The bureau said production of gold 
has been increasing since July 1, 19465, 
when the War Production Board’s order, 
holding down production during the war 
vears, was rescinded. 





Revised Watch Case Rules 
(From page 348) 


manufacturer prefers, he is permitted 
to place on the case only one marking, 
in which case the marking shall indi- 
cate the lowest quality of metal in the 
case. 

The code also provides that no used, 
rebuilt, or second-hand watches, watch- 
cases or accessories shall be offered for 
sale unless that fact is clearly and fully 
disclosed by a tag or other mark firmly 
affixed to the item that it is not new 
but second hand. 

A provision that will necessitate a 
change in the advertising phraseology 
of some watch suppliers is found in 
Rule 4, which forbids the use of any 
term or phrase indicating that the case 
has the “charm, quality or beauty of 
gold” when that case is not composed 
of karat gold throughout. 


The rest of the regulations consist 
of the standard FTC requirements for- 
bidding any misrepresentation or de- 
ception in general, misuse of the word 
“free,” guarantees whose exact terms 
are not clearly stated, tie-in sales, com- 
mercial bribery, and the like. 


As previously stated, all of the above 
provisions are subject to review and 
discussion and may be altered in the 
code which is finally drafted. The pro- 
visions of this final draft will be an- 
nounced in JEweters’ Crrcuiar-Key- 
STONE as soon as it is issued by the Fed- 
eral Trade Commission. 
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Profitable '47 Diamond Market Forecast 
Leading Importer 


By Alex E. Arnstein, 


A profitable market for diamonds is 
assured for 1947, although sales will be 
less than in 1946, which was a record 
breaking year, Alex E. Arnstein, senior 
partner of Arnstein Bros. & Company 
diamond cutters and importers recently 
declared. Diamond jewelry items priced 
under five hundred dollars at retail will 
sell as well, he said, but due to the re- 
cent recession in the stock market and 
other related factors, that will not be 
quite as true of the more expensive 
pieces. 

“It must be remembered,” Mr. Arn- 
stein pointed out, “that in 1946 more 
mer’s diamond rings were sold than in 
any previous year. A survey made by 
my firm showed, among other things, 
that diamond scarf pins and cuff links 
showed increased sales in many areas. 
Diamond earrings became more fashion- 
able. The return of many men from 
the armed services brought a resurgence 
of gaiety which was felt very strongly 
in the tremendous demand for beautiful 
diamond solitaires, bracelets, brooches, 
clips and watches. And the sentimental 
value of diamond engagement and wed- 
dig rings became even stronger. Older 
couples, unable to afford them when 
they were first married, now purchased 
them. No wonder, 1946 saw more items 
of diamond jewelry purchased in prac- 
tically all price ranges than ever be- 
fore. But even though sales of larger 
items will be less in 1947 by comparison, 
it should still be a profitable year, for 
certainly diamonds of one carat sizes 
and under will sell well.” 


CONSUMER CREDIT 


However, Mr. Arnstein stated, many 
more diamonds will be bought on a 
charge or installment basis in 1947 than 
in 1946. “A group of leading jewelry 
store owners queried by Arnstein Bros. 
& Company,” he said, “showed that on 
an average, their accounts receivable 
as of November 1, 1946, increased about 
55 per cent as compared with the same 
month of the previous year. This trend 
should continue. What is more, nation- 
wide and industry-wide, it is probable 
that consumer credit, normally about 
ten per cent of the national income will 
reach an all-time high in 1947. If this 
percentage is maintained and we have 
a national income in 1947 of 150 billion, 
it is more than likely that before the 
end of the year consumer credit will 
tise to fifteen billions. Retailers selling 
diamonds must consider this factor in 
connection with their financing plans. 
For by the end of 1947 their charge and 
installment accounts are likely to be 50 
per cent greater than in 1941 when con- 
sumer credit was about 10 billion dollars 
& previous all-time high.” This condi- 
tion, Mr. Arnstein believed, will also 
mean that manufacturers and importers 
of diamonds, who experienced a rapid 
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turnover in accounts receivable during 
wartime years, will probably have to 
give retailers more time terms, and sell a 
smaller proportion of diamonds for 
cash. 


ALEX E. 
ARNSTEIN 





Mr. Arnstein also revealed that dur- 
ing the latter part of 1946, the shipments 
of diamonds to this country from over- 
seas contained an increasing proportion 
of poorer grades, and with the conse- 
quent over-supply, they declined about 
20 per cent in price from the peak. 
However, the price of fine colored and 
better quality diamonds declined less 
due to their scarcity. Nevertheless, Mr. 
Arnstein felt that there will not be any 
appreciable decline from present day 
levels in any type of diamond during 
1947, largely because of the Diamond 
Syndicate, known in this country as the 
De Beers Company which controls about 
95 per cent of the rough diamond pro- 
duction of the world. The syndicate, he 
said, has always been an extremely con- 
structive force in the gem diamond in- 
dustry. Its principal mines now being 
operated are the Bultfontein and Du- 
toitspag mines in South Africa. 

“It is not anticipated,’ Mr. Arnstein 
stated, “that there will be any new 
sources of importance used in 1947, The 
Premier Mine which has not been worked 
since 1932, is now being pumped out 
since about 740 million gallons of water 





had accumulated. It will be some time | 


in 1948 before it starts to produce. The 
Jagersfrontein Mine will eventually be 
reopened, but no date has been set. Ac- 
cordingly, it is unlikely that in 1947 we 
will have in the United States a very 
large supply of the finest grades of 
diamonds. It seems assured, therefore, 
that such diamonds will be as precious 


as ever.” 


Alan's Jewelers Changes Hands 


A. H. Koonin and Gordon Wolfe, 
former owners of Alan’s Jewelers, 1001 
Pennsylvania Ave., N. W., Washington, 
D. C., have opened a new jewelry store, 
Willard Jewelers, at 505-14 St., N. W., 
Washington, D. C. Sam Wolfe pur- 
chased Alan’s Jewelers and will run it 
under that name. 
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Earrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—1i14 Kt in three 
sizes; also Bill Clips. Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings. Cuff links and Studs to match 


Our comprehensive line of 
Gold, Platinum and nam- 
el Novelties, tincluding 
Vanity. Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO.., Ine. 
Manufacturers 
64 West 48th een 
New York 
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Full line of Watch Cases and 
Watch Attachments. 


Tell us what you can use, or 
write for prices and list of 


available watches. 


PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 
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FOR THE MEMO PAD 


February 

3-14—Chicago Gift 
House, Chicago, IIl. 

3-15—Merchandise Mart Gift Show, 
Merchandise Mart, Chicago, IIl. 

9—Nebraska Retail Jewelers Asso- 
ciation, State Convention, Hotel Paxton, 
Omaha, Nebraska. 

9-13—Western Gift, Toy and House- 
wares Show, Civic Auditorium, San 
Francisco, Calif. 


Show, Palmer 


10-11—American National Retail 

Jewelers Association, Mid-Year Con- 
ference, Hotel Paxton, Omaha, Ne- 
braska. 


15—Boston Jewelers Club, Annual 
Dinner, Statler Hotel, Boston, Mass. 

16—Illinois Retail Jewelers’ Associa- 
tion, Annual Meeting, Abe Lincoln 
Hotel, Springfield, Ill. 

22—Golden Roosters of Chicago, An- 
nual Dinner-Dance, Drake Hotel, Chi- 
cago, Ill. 

22—New England Manufacturing 
Jewelers’ and Silversmiths Association, 
Annual Banquet, Biltmore Hotel, Provi- 
dence, R. I. 

22-25—Kansas City Gift Show, Munic- 
ipal Auditorium, Hotel Muehlebach and 
Phillips, Kansas City, Mo. 

23—New York Jewelers Benevolent 
Association, Anniversary Banquet, 
Hotel Astor, New York City. 

23-27—Pacific Northwest Gift Show, 
Olympic and New Washington Hotels, 
Terminal Sales Bldg., Seattle, Wash. 

24-27—Memphis Gift Show, Hotel 
Peabody, Memphis, Tenn. 

24-28—New York Gift Show, Hotels 
New Yorker and Pennsylvania, New 
York City. 


March 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9-12—St. Louis Jewelry and Silver- 
ware Show, Hotel Statler, St. Louis, 
Mo. . 

16-21—Denver Gift & Jewelry Show, 
Albany Hotel, Denver, Colo. 

22—Horological Society of New York, 
Inc., Banquet, Park Central Hotel, New 
York City. 

23—The Executive Board of Retail 
Jewelers Ass’ns. of Greater New York, 
Inc., Annual Dinner-Dance, Hotel Astor, 
New York City. 

80—April 3—Oklahoma Gift & Jewelry 
Show, Oklahoma Biltmore Hotel, Okla- 
homa City, Okla. 

30-31—Oklahoma Retail Jewelers 
Association, 41st Annual Convention, 
Skirvin Hotel, Oklahoma City, Okla. 

30-31—April 1—American Gem _ So- 
ciety, Spring Conclave, Hotel Stevens, 
Chicago, Ill. 


April 
5-7—Kansas Retail Jewelers Associa- 
tion and Kansas Horological Associa- 
tion, Annual Convention, Hotel Lassen, 
Wichita, Kansas. 


13—Associated Credit Jewelers of 
New York and New Jersey, Inc., Thir- 
teenth Annual Dinner-Dance. 

14-16—California Retail Jewelers As. 
sociation, Annual Convention, Hote] 
Sairmont, San Francisco, Calif. 


May 
10-11—Washington Retail Jewelers 
Association, Annual Convention, Ta- 


coma, Wash. 


June 
2-8—National Wholesale Jewelers’ 
Association, 40th Annual Convention 


Providence, Biltmore Hotel, Providence, 
R. I. 

22-25—-National Association of Metal 
Finishers, Inc., First Annual Meeting, 
Hotel Statler, Detroit, Mich. 


July 
28-31—-National Association of Credit 
Jewelers, Annual Convention and Na- 
tional Jewelry Fair, Hotel Stevens, Chi- 
cago, Ill. 


August 
11-14—American National Retail 
Jewelers Association, Annual Convention 
and Trade Show, Waldorf-Astoria Hotel, 
New York City. 














ATTENTION !! 


MANUFACTURER'S 
| of 


WATCH CASES 


or 


WATCH ATTACHMENTS 


Here’s a salesman well ex- 
perienced in New York City 
and the East, with largest 


distributors. 


Available immediately. 


Write Box “A., 5332” 


JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., New York 17, N. Y. 
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Platinum Metals Field 
Reviewed by Engelhard 


During the latter part of 1946, plat- 
inum use and demand moved rapidly 
toward normal conditions and new in- 
terest developed in other metals of the 
platinum group, all of which influence 
Canada directly because of their impor- 
tant production as by-products of the 
Dominion’s nickel output, Charles En- 
gelhard, president of Baker Platinum of 
Canada, Ltd., stated in reviewing the 
platinum meals field in 1946. 


MARKET IS EXPANDING 


The market for both platinum and 
palladium is expanding in step with that 
in the United States, he said. “The 
heavy drain on supplies of platinum 
during the war, when restrictions ap- 
plied to civilian use and price was fixed 
by government order, made the market 
for platinum vulnerable to speculative 
trading,” he continued. “Upon removal 
of price ceilings this speculative trad- 
ing forced the officially posted prices of 
platinum to $90-$93 which applied for 
a short period during the latter part of 
September. At that time weakness de- 
veloped in the jewelry demand for plat- 
inum, which had been maintained at 
high levels throughout the price rise, 
and the retail price of platinum sub- 





sequently declined to the current level. 


During: the first nine months of 1946, 
the United States sales of platinum to 
all consuming industries averaged 19,775 
troy ounces monthly, including 12,734 
ounces for jewelry and decorative uses, 
according to U. S. Bureau of Mines 
reports. In the same period U. S. im- 
ports averaged about 15,000 ounces 
monthly. 


GROWING USE OF PALLADIUM 


Palladium has reached an important 
position in the industry. Sales of palla- 
dium to all U. S. consuming industries 
during 1946 are expected to approxi- 
mate or exceed platinum sales. Plat- 
inum and palladium are the two prin- 
cipal metals of the platinum group, 
which also includes rhodium, ruthenium, 
iridium and osmium. 


The increasing use of palladium re- 
sults in wider knowledge of the 
metal, and especially from recognition 
of its merit and value both for adorn- 
ment and for industrial purposes. U. 
S. Bureau of Mines reports for the 
first 9 months of 1946 show the U. S. 
sales of palladium to all consuming 
industries amounted to 152,983 ounces. 
This was distributed 40 per cent for 
electrical, 30 per cent for jewelry, 18 
per cent for dental and medical, and 
the balance for chemical and miscel- 
laneous groups.” 
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Increase in Jewelry Stores 
(From page 388) 


even greater proportionate increase 
growing from 1,240 to 1,824, a growth 
of 584 or nearly 50 per cent. Manufac- 
turers of allied lines, including diamond 
cutters, grew in numbers from 974 to 
1,160—a total increase of 770 for the 
‘ entire manufacturing classification. 


Five hundred thirteen more wholesal- 
ers were serving the jewelry trade in 
September, 1946, than in March, 1946, 
the number increasing from 3,098 to 
8,611. General wholesalers accounted 
for 420 of this increase, their number 
growing from 1,435 to 1,855, while the 
number of specialized wholesalers was 
enlarged by 93 from 1,663 to 1,756. 

Miscellaneous classifications decreased 
by about 2,400, due to the fact that in 
the September, 1946, book only those 
optometrists and opticians whose deal- 
ings are with the jewelry trade were 
listed in Red Book—about 292 of them 
—whereas in the more general listing in 
March, 1945, 2,923 names, appeared in 
this group. 

The grand total of all names in the 
September, 1946, edition is 34,815 
as against 32,943 eighteen months pre- 
viously. 

A tabulation showing a breakdown of 
the retail “jewelers by credit ratings ac- 
companies this article. It will be noted 
that. of the total of 21,059, 10,421 are 
rated either as having less than $4,000 
of capital, or have no rating; with 
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10,638 listed as having $4,000 or more 
of net worth. 


Excise Tax 
(From page 338) 


In the meantime, the trade is asked 
to cooperate fully with the committee 
by furnishing, without delay, such in- 
formation and statistics as may be re- 
quested. It is of vital importance in 
the future that no individual action be 
taken by any member of the industry. 
At the proper time, members of the 
trade will be advised of any steps that 
the committee may deem it necessary 
for them to take. 

At the annual meeting of its board of 
directors at the Hote! Commodore in 
New York on January 20, the National 
Association of Credit Jewelers went on 
record in opposition to the excise tax 
by characterizing it as “punitive” and 
calling for its elimination or reduction. 
The Association described the excise tax 
as the “No. 1 problem of credit jewel- 
ers.” 





Wholesale Sales Show 16°, Increase 


Jewelry wholesalers sales were 16 per 
cent greater in November, 1946, than 
during the same month of 1945, according 
to data from 48 firms throughout the 
New England, Middle Atlantic, East 
North Central, West North Central and 
Pacific coast states compiled by the Cen- 


| sus Bureau. 











WATCHMAKER’'S 
DREAM COME TRUE 


THE BARKUS 


DOUBLE END CARBOLOY 
(Cemented Carbide) 


PRECISION 


GRAVER KIT 











Will cut a pivot on a cambric needle 
as is—without removing the burnished 
surface or temper. 

Will cut a burnished staking shoulder 
from staff as easily as an ordinary 
graver will cut a soft staff. 

Will cut down a roller shank on a staff 
with the slightest touch, leaving a 
clean bright finished surface. Does the 
work of a stone. 


* 
PRICE LIST 
O.P.A. 5-16-1946 
Double-end Precision Graver...... $ 6.50 


No. 4 Diamond Wheel ........... 21.70 
No. | Diamond Wheel ........... 21.70 
00 Crystolon Wheel ............. 1.76 


INTRODUCTORY 
COMBINATION SET 





| Barkus Precision Graver ........ 6.50 
| Barkus No. 4 Diamond Wheel.... 21.70 
! Barkus 00 Crystolon Wheel. ..... 1.75 

$29.95 
SPECIAL PRICE .............$28.20 


DELUXE SET 


2 Barkus Precision Gravers ........ $13.00 
! Barkus No. 4 Diamond Wheel.... 21.70 
|! Barkus No. | Diamond Wheel.... 21.70 





| Diamond Wheel Dressing Stone..  .15 
$56.55 
SPECIAL PRICE ........ » +2. $54.40 


Prices subject to change without notice 


JOS. B. BECHTEL & C0., INC. 


Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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YOU 
KNOW 
THE 
ANSWER 


cradled in the 
EARTH... 


fashioned by 
MAN... 


imported by 
STERN! 


Gems, of course! Diamonds and 
colored stones in all shapes 
and sizes to answer the needs 
of every working jeweler. Max 
Stern & Co. imports them for 
you and keeps a large stock 
at your service! 


IMPORTERS 
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Mage 
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17-23 John Street W.Y.7, NY. 





Metal Finishers 
Form Association 


The National Association of Metal 
Finishers, Inc., was recently incor- 
porated under the laws of the State of 
Michigan with offices located at 2236-39 
Dime Building, Detroit, Michigan. 

For several years, members of the 
metal finishing industry were cooperat- 
ing with one another in meeting war- 
time situations and since the war, several 
meetings were held in Detroit, Chicago, 
and New York. At the annual dinner 
of the industry which was held in Pitts- 
burgh on June 18, 1946, an organization 
committee was appointed to prepare by- 
laws and form a National Association 
of metal finishers. This committee met 
on several occasions and prepared by- 
laws after which directors were elected 
preparatory to incorporating an asso- 
ciation. 


DIRECTORS HOLD MEETING 


On December 4, 1946, the directors 
met for their meeting at the Park Cen- 
tral Hotel, New York City and elected 
the following officers: Ed. J. Musick, 
Musick Plating Co., president; R. A. 
Campisi, Industrial Enameling Corp., 
Ist vice-president; C. R. Crawford, 
Chrome-Rite Co., 2nd _ vice-president; 
Harold E. Coombes, Pasadena, Calif., 
8rd vice-president; Henry Bock, Auto 
City Plating Co., treasurer; and Ray- 
mond M. Shock, Detroit, Mich., execu- 
tive secretary. 





During the year of 1946 matters of 
importance were accomplished by the or. 
ganization committee which actually 
functioned prior to the incorporation of 
the association, and a 53-page year-end 
bulletin was sent to all members, In ag. 
dition to the year-end bulletin, monthly 
bulletins were issued and will be isgueq 
by the Association as a part of its ac- 
tivities. By-laws were adopted by the 
board of directors as recommended by 
the organization committee. There jg one 
class of membership in the National As. 
sociation; that of a local association eop- 
sisting of five or more members of the 
industry; each local association having 
a choice in the functions of the Nationa] 
Association by virtue of its membership, 


LOCAL GROUPS BEING FORMED 


Raymond M. Shock, the executive 
secretary, is now meeting with local 
groups of metal finishers throughout the 
country helping them to organize into 
local associations, and it is hoped that 
during the year of 1947 most all metal 
finishers throughout the country will 
have an interest in the organization, 

Any local group of metal finishers de- 
siring further information and a copy 
of the by-laws or bulletins, will receive 
the same upon writing to the office of 
the secretary, 2236-39 Dime Building, 
Detroit 26, Michigan. 

The first annual meeting of the Asso- 
ciation is scheduled to be held in Detroit 
on June 22 to 25 in the Hotel Statler. 





"STORE WITHIN A STORE" 





NS 


A novel “store within a store" is used to set off the fine silver being featured by S. Marsh and 

Sons, 189 Market St., Newark, N. J. Shown above is the corner of the room devoted to 

decorative pieces and household items in silver. Facilities for large displays of flatware 
are also included in this special display room. 
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Handy & Harman, dealers in gold, 
silver and platinum, have bought the 
six-story loft building at 82 to 88 Ful- 
ton St., southwest corner of Gold St., 
New York City. The property contains 
97 loft tenants and four stores and is 
assessed at $310,000. 

q Herman Hamburger of H. Hambur- 

r Co. Inc. 22 West 48th St., New 
York City, expects to sail the beginning 
of this month on the Queen Elizabeth 
on a buying trip to Europe. He in- 
tends to visit the diamond markets of 
Holland and Belgium. 


q Arthur J. Block, president of T. C. 
Tanke, Inc., Buffalo, appraising pros- 
pects for 1947, said the jewelry busi- 
ness “should enjoy normal but not boom 
conditions during 1947. Efficient mer- 
chandising in our field should produce 
reasonable returns. It is now possible 
for us to secure goods of most of the 
classes unavailable during the war 
years.” 


q Peter’s Jewelers, now located at 7 
Genesee St., Buffalo, has leased the 
three-story building at 586 Main St., 
whieh it will occupy after May 1. The 
store has a frontage of 17 feet and a 
depth of 75 feet. 

q E. D. Mohler Co. has leased the fifth 
floor of the building at 269-271 Main 
St., Buffalo, for the manufacture of 
jewelry boxes. 


q H. W. Steer, formerly located at 343 


S. Warren St., Syracuse, N. Y., has 
opened a new jewelry store at 206 E. 
Jefferson St. under the name of Steer & 
Mance. 


q Richard K. Niewiadomski has been 
appointed manager of Reed’s jewelry 
store in Niagara Falls, N. Y. He at- 
tended Niagara University and recently 
completed more than four years with 
the armed forces. 


q Walters has opened a new jewelry 
store at 309 North Main St., James- 
town, N. Y., featuring separate depart- 
ments for diamonds, watches, silverware, 
gem stone rings, fountain pens, fashion 
jewelry, gift wares and jewelry repair. 


q A certificate of partnership has been 
filed for Polanski Jewelers, 506 Fillmore 
Ave., Buffalo. Partners are Stephen J. 
and Dolores M. Polanski, 172 Lombard 
St., Buffalo. 


q Roland A. Gsell, president of R. Gsell 
and Co., 15 West 87th St., New York 
City, sailed January 18 on the Queen 
Elizabeth, in company with his wife and 
son Roland Jr., on a three months’ trip 
to Switzerland where he will visit his 
various factories. 
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YEW YORK 


q The Norma Pencil Corp., formerly of 
89 West 32nd St., New York City, re- 
cently moved to 137 West 14th St. 

q The first meeting of the 1947 season 
of the New York Chapter of the Ameri- 
can Gem Society was held on Tuesday 
evening, January 21, at J. R. Wood 
& Sons, 216 East 45th St., New York. 
N. Y. The subject of the lecture given 
by Dr. Holmes was the determination 
of the refractive indices of gem stones 
with practical demonstrations and ex- 
hibition of the new refractometer. 








Frank Hammer, representing Altman and 

Green, Jewelers, Ithaca, N. Y., shown pre- 

senting a ladies’ Benrus Embraceable watch 

to Miss Marie Luppino, Watkins Glen, N. 

Y., for her outstanding performance in a 
recent majorette contest. 





Jewelers Benevolent Association 
To Hold 60th Anniversary Banquet 


The New York Jewelers Benevolent 
Association is celebrating its 60th anni- 
versary this year. To commemorate the 
event, a banquet will be held in the 
grand ballroom of the Hotel Astor on 
Sunday evening, February 23. Due to 
the limited space of the ballroom, at- 
tendance will be confined to members 
and their wives. A galaxy of star per- 
formers and a 12-piece orchestra Will 
be on hand to keep everyone in a joyous 
mood. A 90-page plastic bound book 
will be distributed to every couple 
present. The book will relate and illus- 
trate the happenings of the Association 
since its inception. 

The following officers were re-elected 
to serve in 1947: Sam _ Finkelstein, 
president; Albert Walden, vice-presi- 
dent; J. L. Levere, treasurer; Sam 
Horowitz, recording secretary; and 
Jack Dolgin, financial secretary. 

The arrangements committee for the 
banquet is headed by Louis Cutler, 
chairman, assisted by David D. Levy, 
Albert Walden, and Steve Lucas, asso- 
ciate chairman. 
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CULTORED PEARLS 
NECKLACES AND LOOSE PEARLS 


TTRA , 





NEW YORK 


JACK J. FELSENFELD 


. 
9 MAIDEN LANE 
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BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections en request te responsible Jewelers 
Neekiaees lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 








ATTENTION 
MANUFACTURERS & JOBBERS 


Depend on us to do your contracting - 
Our specialty is Ladies’ & Gents’ 
ast Rings and Findings 
Prompt and Courteous Service 


SUPERIOR JEWELERS 
170 East 51st St. New York 22, N. Y. 








ETERNA WATCH COMPANY 


OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 








PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 


HARMONY JEWELERS 
60 Branford Pi. Newerk 2, N. J. 











WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy Genie pewelry Ga 


880 Eth Ave. New York 19, &. Y. 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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EASTERN STAR RINGS 






























































Complete assortment of 
Eastern Star rings. 


GEORGE BLADEN, INC. 
RINGS 


614 Lafayette Bidg. Buffalo 3, N. Y. 


Samples sent to reliable Jewelers on request 


ATTENTION JEWELER BUYERS 
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For Immediate 
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LSS LARGEST 
ASSORTMENT 


The better kind of 
beautiful COSTUME 
and BIRTH STONE 
RINGS. Men’‘s and 
ladies’ finest SIMULATED DIAMOND RINGS, 
Zircon and Marcasite rings. 

A large selection of very popular $1.00 
and $2.00 sellers in 
sterling and gold 
filled. Visit our show 
room or send for 
samples. 





’ Exclusive 
Costume Ring House 











HARRY MAHREN RING CO. 
116 West 34th St. New York 1, N. Y. 


DIAMONDS 
All sizes — All shapes 








Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stones, etc. Swiss cut diamonds, 
from 3 to 15 pointers for all kinds 
of._jewelry. Full cut diamonds, in 
snfall stones from 3 to 15 pointers 
and in larger sizes, from 16 points 
to 2 carats each for fine jewelry. 
Finest polishing from Palestine and 





Belgium, straight sizes, classified 
qualities. Please ask for our new 
price list. 

H. SORIN 


576 5th Ave. New York 19, N. Y. 
LOngacre 5-3672 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED i910 


M. J. STERN 
61 Beckman St. New York City 
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Biography Shows Greeley 
Was Early Union Organizer 


An unknown or unpublicized facet of 
Horace Greeley’s life is brought to light 
in a new book recently published by 
G. P. Putnam’s Sons of New York. The 
book, entitled “Horace Greeley: Printer, 
Editor, Crusader,” is written by Henry 
Luther Stoddard and is a well docu- 
mented biography of the famous Ameri- 
can newspaperman. 

In his book Mr. Stoddard reveals the 
fact that Horace Greeley not only made 
his employees co-partners in the owner- 
ship of the New York Tribune, but even 
went a step farther by helping organize 
the Tribune’s printers into a_ union. 
“He became the first negotiator of col- 
lective bargaining for he immediately 
agitated for a fixed scale of wages and 
hours for printers.” 


Horace Greeley’s unselfish character 
and his great devotion to the rights of 
all men gained for him the respect and 
admiration of men the world over. 
Greeley Chapels were organized in the 
composing rooms of newspapers all 
through the country. “In May, 1858, 


those employed on the Tribune presented 
to their editor and fellow craftsman a 
unique watch—the most perfect time- 
piece that Appleton, Tracy and Co., at 
Massachusetts, 


Waltham, then could 





Pictured above is the Waltham Watch pre- 

sented to Horace Greeley in 1858 by the 

employees of the New York Tribune. The 

watch weighed six ounces and had. 27 links 

in the chain, each link representing a letter 
of a different type face. 


make; ‘one which will bear comparison 
with any watch ever produced any- 
where,’ the company proudly claimed. 
It was the conception of an American 
artist, the materials were the products 
of American mines and factories and the 
Waltham firm was one of the earliest 
American watchmakers. The watch and 
chain were regarded as a triumph of 




















American workmanship—a fact which 
made the present all the more accept. 
able to Greeley.” 

The Waltham watch presented to y, 
Greeley weighed about six ounces jn com. 
parison to present day timepieces which 
weigh about half as much. There wer 
27 links in the chain, each link repre- 
senting a letter of a different type fac. 
The “&” symbol was the 27th link jp 
the chain. 


It is interesting to note that Apple. 
ton, Tracy and Company was the oy. 
ganization that subsequently merged 
with the Waltham Improvement (p, 
which later (1859) became the Walthan 
Watch Co. 

Horace Greeley’s watch is still in ex. 
istence and is now owned by H, 4. 
Stahl, a retired member of the Ney 
York Central Railroad engineering 
staff. 


Canadians Respond to Ci 


“The most enthusiastic response to any 
project in the jewelry trade to date” 
was the consensus of opinion regarding 
the new Canadian Jewelers’ Institute, ac. 
cording to trade leaders who have 
stumped the country for the past sev- 
eral weeks. At a dinner meeting held 
in the Royal York Hotel in Toronto 
recently, Robert E. Day, Nationa 
Chairman for the Endowment Fund 
Campaign, welcomed the guests and in- 
vited them to give their views on the 
response of the trade to the new project. 


The meeting was called, Mr. Day said, 
to get a cross section of opinion of the 
trade at large, and to lay the final plans 
for the campaign to collect the $250,000 
endowment fund. Committees have been 
formed all over the country, the chair 
man said, and canvassers have been 
selected who will shortly call on jewelers 
for their donations. A “Broadside” has 
been issued from Institute headquarters 
which fully acquaints the Canadian 
trade with Institute’s plans and the need 
for establishing such an endowment 
fund. 


JEWELERS ARE ENTHUSIASTIC 


G. Dinsmore, vice-president of the 
C.J.A., reporting on the eastern Ontario 
tour, said that jewelers in that section 
were extremely enthusiastic and were 
impatiently waiting for the campaign 
to get under way. 

Although five years’ practical experi- 
ence at the bench qualifies a watch 
maker to apply for certified member 
ship in the Institute, Mr. Dinsmore 
pointed out that such applications, ac 
cording to the constitution, must stil 
be passed by the Board of Examiners 
who make their recommendations to the 
Board of Governors. Some watchmakers 
have indicated that they would prefer 
to enter the Institute by examination, 


even though they can qualify by the 


exemption method of entry. 
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NACJ Holds Meeting 
Maps Plans For 47 


Cooperation with the Jewelry Industry 
Tax Committee and such other tax ac- 
tivities as may be deemed necessary to 
safeguard and promote the best interests 
of the installment jewelry business were 
approved by the Board of Directors of 
the NACJ at a meeting on January 20 
in New York. Continued support of 
the Jewelry Industry Council and active 
participation in all constructive trade- 
wide movements also were given ap- 


proval. 


ANNUAL REPORT 


President Leo Weisfield’s annual re- 
port covered the association’s activities 
for the last year and outlined the future 
course of the NACJ. It is a forward- 
looking statement and pledges the NACJ 
to greater efforts on behalf of the in- 
stallment jewelry business and_ the 
jewelry industry than those put forth 
by the association in the past. He said: 
“The present-day prestige of the NACJ, 
the service that it supplies its members 
and the constructive work it does for 
the jewelry industry are becoming well 
known. The NACJ stands unchallenged 
as the trade association of the install- 
ment jewelry business. Government 
agencies, business organizations, better 
business bureaus, public and semi-pub- 
lic agencies, newspaper and magazine 
writers—all these come to the NACJ 
for information on _ the _ installment 
jewelry business.” 


OFFICERS RE-ELECTED 


The directors reviewed plans for the 
1947 annual convention and National 
Jewelry Fair at the Stevens Hotel in 
Chicago on the last four days of July 
and expressed determination that the 
convention and trade show shall surpass 
anything of the kind ever undertaken. 

The officers who served the NACJ in 
1946 were re-elected unanimously. They 
are: President, Leo Weisfield, Weisfield 
& Goldberg, Inc., Seattle, Wash.; first 
vice-president, Clarence Olsen, Olsen & 
Ebann Jewelry Co., Chicago; 2nd vice- 
president, Gerald C. Hellar, Reliable 
Stores Corp., Baltimore, Md.; 8rd vice- 
president, Myer B. Barr, Barr’s Jewel- 
ers, Philadelphia; secretary, Samuel 
Gerson, Gerson’s, Inc., Detroit; treas- 
urer, Seymour Greenberg, Royal Dia- 
mond & Watch Co., Inc., New York, 
and Wm. Wagner, executive secretary. 


The members of the 1946 Executive 
Committee were reappointed by Presi- 
dent Weisfield and confirmed by unan- 
imous vote of the directors. In addition 
to Messrs. Hellar, Burr and Greenberg, 
the committee includes B. G. Rudolph, 
Rudolph Bros., Inc., Syracuse, N. Y., 
and H. A. Goldberg, Cvoper’s Inc., 
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Portsmouth, Va. The president is a 
member of the committee ex-officio. 
During the current year the NACJ 
will conduct a nationwide drive for 
members. The campaign will be com- 
bined with the National Jewelry Fair 
and with local and regional meetings 
under the sponsorship of members of 
the Board of Directors. Isadore Hor- 
witz, Crescent Jewelry Co., Fargo, N. D., 
and George Gerber, Gerber’s  Ince., 
Providence, R. I., are co-chairmen of 
the 1947 membership campaign. While 
the membership of the NACJ has been 
increased until it now is nearly fourfold 
what it was at the end of 1942, the 
directors feel that tremendous expansion 
of installment buying makes it both 
desirable and necessary to bring many 
more credit jewelrs into the association 


so that they may be helped by the con- | 


structive work that is being done and 
that their influence may be used for the 
good of the whole jewelry business. 

Preliminary reports on the 1947 Na- 
tional Jewelry Fair by Chairman Clar- 
ence Olsen of the Convention Commit- 
tee and Show Manager George E. 
Gayou indicated that there will be more 
exhibitors this year than in 1946 and 
that the number will be limited only 
by the available amount of exhibition 
space. 


RETAIL SALES FOR ‘47 


The consensus of the directors was 
that retail jewelers’ total sales volume 
in 1947 will be less than in 1946 or 1945, 
but that there is no reason to be pessi- 
mistic over the general business outlook. 
Lifting Regulation W from jewelry sales 
on December 1, 1946, according to some 
of the directors, increased 1946 holiday 
sales volume and will make it possible 
for installment-minded jewelers to do a 
first-class selling job in 1947. 


Elimination of part or all of the ex- 
cise tax is looked upon as a decisive 
factor in determining the 1947 retail 
jewelry sales volume. Uncertainty re- 
garding taxes apparently will continue 
throughout the greater part of this year 
and this disturbed situation will be 
bound to affect jewelry business ad- 
versely. 

Generally speaking, jewelry sales dur- 
ing the first fifteen days of January, 
1947, were substantially below sales in 
the same fifteen days of last year and 
also below the same period in January, 
1945. The decline is attributed — to 
changing economic conditions and to the 
excise tax situation. 





Jap Clock Production Shows Gain 


Production of watches and clocks in 
Japan increased 48 per cent in August, 
1946, over the preceding month of July. 
Of a total of 43 factories, 20 were op- 
erating. 

During the two month period 17,439 
wrist watches, 5,600 pocket watches, 
60,288 alarm clocks, 58,109 table clocks, 
and 24,826 clocks were produced. 
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TAG & STAMPING 


CELLULOID 
PARCHMENT, ETC. 


Send for Cataicg 
277 HALSEY ST 


NEWARK 2, N. J. 











ENCRUSTERS 
STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 

















ART-CRAFT JEWELRY CO. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins, 
rings and bracelets. 


1 West 47th St. New York 19 








eContracts @ Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO0.—370-7th Ave., N.Y. 
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IG NASSAU ST.NEW YORK 7.NY. 
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Discover New Processing Ene Ti-page report comet ae 
Sas Pendtens Uistele research papers, all but one of which are 
in German. Also included are photo- 


Important developments in the proc- graphs of plants and equipment, which 


PRECISION 
essing of platinum and other precious may not reproduce well. 


Cc A STING metals have been discovered in Germany Orders for the report (PB-49294. 
by British investigators, according to The Platinum Metals Industry in Ger. 


a report now on sale by the Office of many; photostat, $5; microfilm, $2) 





Large selection of Technical Services, Department of Com- should be addressed to the Office of 
merce. The Germans apparently main- Technical Services, Department of Com. 
Models for all types of tained s high level of wartime research | J eree, Washington 25, D. C., and chai 
: : - this field. be accompanied by check or money 
Gold & Platinum Rings This study of the German platinum order, payable to the Treasurer of the 
industry was made by three investiga- United States. 
tors for the British Intelligence Objec- 
Arrangements made tives Sub-Committee, who visited seven 
German plants, including the two main ° 
for Finishing Work German nial it ae firms, W. November Retail Sales 


C. -Heraeus and Siebert-Degussa in ° 
Good Work at Reasonable Prices Hanau. They also studied German Showed 5 per cent Rise 
precious metals research at two labora- Sal — a 
tories, one of them operated by the — oS Jeweiry stores 


. ’ é' were 5 per cent greater in November 
4 ARRY KO PPEL Kaiser Wilhelm Institute. 1946, than during the same month of 
1945, according to data compiled by the 


105 West 47th St. New York 19, N. Y. IMPORTANT DEVELOPMENTS Bureau of the Census, Department of 
Commerce, from 954 jewelers in 29 


























BRyant 9-4384 The most important German develop- | s,te, November sales were 21 neon 
ments mentioned in the report include: greater than October, 1946. 
High frequency vacuum melting and Iowa, Kansas, Maine, Maryland, Ohio, 
casting of alloys where a gas or a readily | gna Vermont averaged increased jewelry 
“=a, ee oxidizing constituent might otherwise sales better than 20 per cent ahead of 
cause difficulty. November, 19465. 
ADVERTISING Work on platinum-gold alloys, includ- 
ing studies of heat treatment. 
W sy a LV YT’ ok Progress in macro-quantitative spec- Mobile Watchmakers Form Guild 
trographic analysis of binary platinum Watchmakers in Mobile, Ala., met in 
POLISHING CLOTHS alloys, permitting accurate measurement the clubroom of the Y.M.C.A. for their 
. of alloying additions up to 10 per cent. first meeting on December 8, and formed 
imprinted with Manufacture of high quality crucibles | the Mobile Watchmakers Guild, which is 
YOUR FIRM N AME, ETC. and tubes for precious metal processing, affliated with the U.H.A.A. 
: which the investigators considered su- An election of officers was held and 
SUPERFINE LENS CLEANER CO. perior to those produced in England and the following men were chosen to serve 
37 West 20th St. ~ New York II, N. Y. the United States. for the coming year: Cedric Ludthe, 
Commercial production of highly re- president; C. B. Young, vice-president; 
flecting rhodium mirrors in the large A. Harry Turner, secretary; and Robert 
IMPORTED RHINESTONES, sizes required by industry. Optically per- Nelson, treasurer. 
FANCY-CUT OVALS, OCTAGONS, fect mirror surfaces were made by The Guild will hold meetings the sec- 
ROUNDS AND GLASS BEADS, ETC. evaporating thin metal films on to glass. ond Monday of each month. All watch- 
Also Information was also obtained on other makers from surrounding territory are 
Special Packages refining, analytical, and production tech- invited to attend. 
R hines tones niques believed to be novel and advan- This is the first organization of this 
tageous. — type in the state and if any watchmak- 
Pkg. # 1—Small White Mixture see. $1.50 Since there was a shortage of basic ers or groups are interested in forming 
~e a White Mixture. . . .$2.00 platinum in Germany, effort was made a new organization in their territory, 
ae Se tee ee a oes to find alternative or more economical the Guild will appreciate them contact- 
4 sete materials, the report. states. ing one of the officers named above. 


Please send check with package order 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 














100 SURPLESS GOLD CROSSES 
Beautifully Executed 
in 14Kt. Pink and Yellow Gold 


Reasonably Priced 
Write for further particulars 


B. PEREIRA, INC. 
22 W. 48th St. New York 19, N. Y. 














Diamond Set Pearl Clasps 
IAK solid vold—set with venuine 
diamond for single strand pearls. 





IMMEDIATE DELIVERY On December 24, 1946, Michelson's Jeweler's tendered a testimonial dinner to Mr. Morris 

Michelson, founder of the firm, on the occasion of his birthday and 40th wedding anniversary. 

The dinner was held at Zimmerman's Hungaria, in New York City. Mr..Michelson started the 
business in Brooklyn in 1912, and since then has opened two other branches. 





SAMPLES ON REQUES1 


H. STADTMAN, 82 Bowery, New York, N.Y. 
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lazrus and Henshel Head 
Drive for Jewish Appeal 


Ten outstanding leaders of the jewelry 
industry this week accepted key cam- 
paign posts in the $170,000,000 United 
Jewish Appeal for Refugees, Overseas 
Needs and Palestine and will serve 
throughout the nationwide 1947 drive 
as Regional Chairmen of the UJ A’s Na- 
tional Jewelry Division, Col. Harry D. 
Henshel and S. Ralph Lazrus, Divisional 
Co-Chairmen, recently announced. 

The ten industry leaders were among 
th first to respond to invitations issued 
by Col. Henshel and Mr. Lazrus to join 
them in mobilizing the industry behind 
this year’s exceptional campaign for the 
relief, rehabilitation and reconstruction 
of Europe’s 1,500,000 tragically dis- 
tressed Jewish people. 

Col. Henshel and Mr. Lazrus empha- 
sized that the ten acceptances form 
only a partial list of those who will 
ultimately hold posts as Regional Chair- 
men of the UJA’s National Jewelry Di- 
vision. Names of additional trade lead- 
ers who are expected to accept campaign 
posts will be announced in the near 
future. 

Those who have accepted Regional 

Chairmanships to date include: 
David Bass of the Bass Jewelry Co., 
Miami, Fla.; L. J. Milenbach of Milen’s, 
Oakland, Cal.; Robert R. Savitt of 
Savitt & Co., New Haven, Conn.; Wil- 
liam M. Savitt of Wm. Savitt, Inc., 
Hartford, Conn.; Elmer E. Present of 
Daniel’s Jewelry Co., Tucson, Ariz.; 
Nathan Baranov of Baranov’s San 
Diego, Cal.; William Zale of Zale’s 
Jewelry Co., Dallas, Tex.; Samuel 
Deutsch, Rudolph Deutsch Co., Cleve- 
land, Ohio; Harry D. Miller of Miller 
Bros. New Orleans, La., and Harry 
Fractc: of Lloyd’s, Peoria, II. 


| PEARLS | 


The cost prices are as follows: 


RINGS: 

No. 370—14kt gold ring set 
with cultured pearl. .$12.50 

No. 438—14kt gold ring set 
with cultured pearl. .$15.00 

No. 347—14kt gold ring set 
with cultured pearl. .$22.50 

Rings available in yellow or 
white gold. 

EARRING: 

No. 101/5PD 14kt gold earrings 
set with two large cultured 
pearls and ten small drop 
cultured pearls..... $50.00 

All rings and earrings available 


— larger pearls at additional 
cost. 
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Empress PEARL Syndicate 


James J. Boutross 


815 W. STH ST. * LOS ANGELES 18 
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Kane County Cant Decide 


Kendall County, Ill, has made up its 
mind on a proposition about which Kane 
County continues to ponder. 

Which is just a way of saying that 
Laverne A. Hanson, newly-elected Ken- 
dall County clerk, has installed in the 
courthouse at Yorkville a clock adver- 
tising Elgin watches while the authori- 
ties of Elgin’s home county of Kane 
can’t decide if an Elgin timepiece, or 
a clock advertising a foreign make of 
watch, should be used. 

“I’m: proud to have an Elgin,” stated 
the Kendall official as Elgin executives 
estimated at millions of dollars the 
amount their company has spent in 
Kane County in the payment of wages, 
taxes, benefits, and contributions. 


The confusion in Kane County orig- 
inated recently at Geneva, the county 
seat, when a “foreign” clock was in- 
stalled in the courthouse lobby. George 
H. Andresen, president of the Elgin 
Real Estate Board, protested promptly, 
and so strenuously that the county su- 
pervisors voted to supplant the clock 
with an Elgin. The latter was installed 
for a few hours, then both clocks dis- 
appeared. 

Such confusion and indecision, say 
Elgin officials, might be expected at 
Geneva, Switzerland, where foreign 
watchmakers are firmly entrenched, 
“but seems somewhat unreasonable” at 
Geneva, IIl. 


one 


THIS ONE STAYS UP! 





Instead of a "brushoff" this timepiece newly 
installed in Kendall County courthouse at 
Yorkville, Ill., is the recipient of extra tender 
care from Jean Brady, employee of the 
county clerk's office where the clock is hung. 





A. R. Baer Returns From Trip 


Friends of Alvin R. Baer of the Al- 
san Carved Wedding Ring Co. and 
perennial treasurer of the Associated 
Credit Jewelers of New York and New 
Jersey, will be relieved to know that the 
reason for Mr. Baer’s not having been 
seen around his usual haunts in the 
metropolitan area is not because of ill- 
ness, but is due to the fact that he has 
been on an extensive business trip to the 
West Coast. He left New York on De- 
cember 1, returning on January 9—pre- 
sumably with a pocketful of orders. 
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ERK-UP 
PAID-UP ACCOUNTS 
WITH A FREE GIFT . 


Reopen worthwhile accounts with this 
simple, inexpensive method. Offer 
your customers an enticing FREE GIFT 
by mail, and watch them crowd into 
your store to collect it. 

For immediafe delivery, we can supply 
you with many persuasive account 
openers for only 25¢-35¢ each, includ- 
ing the literature used in the mailing. 
These tempting FREE GIFTS serve not 
only to bring customers into your store, 
but your customers take away. with 
them your imprinted advertising mes- 
sage and the good will of your store. 
Right now, send for this sure-fire busi- 
ness building plan and for FREE 
samples. 


VICTOR E. LEDERER CO. 














125 WEST 33rd STREET, NEW YORK 1, NEW YORK 
(TERRITORIES FOR SALESMEN) 











clappers és P. ides 
OF 
by, we pewelry 


"Craftsmanship at its Best" 


LARRICK & MALKIN 


10 West 45th Street, New York 19, N. Y. 























Construction, repair, adjustment 
New Complete Practical Course in 
For beginners and profe- 










We supply tools, materials at lowest cost 

Please request price quotation on specific items 

of interest. We carry complete sets of TOOLS and 

aSEeALs for Students and Practical Bepair- 
en. 


eoteR folder. 
MODERN TECHNICAL BOOK CO. 
Dept. MCK, 55 W. 42nd St., New York 18 


We specialize in all books on 
| Watchmaking, Jewelry, Metal- 
craft. Gems. Free catalogue. 
































ALL YOUR NEEDS UNDER ONE ROOF 
WE CARRY A COMPLETE LINE OF: 
Send For 


Jewelry findings 
0 Jewelers and Watchmakers tools 
. Var Watch cases and dials 


Catalog Spring sings & sister hooks 
* For’ Wires, ‘Sterling or Gold 
res, or 
OurPrices I Sterting charms 
Are A full line of jewelry 
ishing als 
Right Leather & metal watch attch'ts. 


M. HARRIS, Wholesale Jeweler, (24 Heeter St, N.Y. 
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d only direst te Retailers 
WELLS MFG. co., ATTLEBORO, MASS. 
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NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








A superior polish 
- made by silver- 
smiths for jewel-fc* 
ers’ useandresale. | 44 aseine 4 mum lots. 


REED & BARTON “STAUNTON. MASS. 
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Summetalic 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 
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W. E. RICHARDS CO. 


ATTLEBORO, MASS 








FINE STERLING 


my Sl HOLLOWWARE 
and 
co? vo AUTHENTIC ANTIQUE 


REPRODUCTIONS 
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22 Patterns Sterling Si 
ANCHESTER 


SILVER COMPANY 
Providence Rhode Island 








GEMOLOGY — DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers’ merchandise except watches. 
Available under G. |. Bill of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-2 541 S. Alexandria, Los Angeles 5, Calif. 



























| q A dozen of New England’s “Nobles” 


among the jewelry trade joined on Janu- 
ary 2 in a unique ceremony as Robert 
McLaren of the Herbert Stranger Co., 
Washington Building, received his third 
Masonic degree in the Dorchester. Lodge 
Upham’s Corner, Dorchester. “Bob” 
was raised by a suite which consisted 


| of all jewelers—and all of them Past 


Masters. It was the first time, to the 
knowledge of any, that such a ceremony 
has taken place. Frank Treco of Brom- 
field St., Boston, served as Master; 
Robert Bickerstaff of Roxbury was 
Senior Warden; Edgar Docherty, of 
Buling-Docherty-Armstrong Co., Provi- 
dence, was Junior Warden; John Thomp- 
son of Winchester was Senior Deacon; 
Clifton B. Lund of Clarendon St., Bos- 
ton, was Junior Deacon; Harold W. 
Battis of the Washington Building was 
Senior Steward; John Peterson of Need- 
ham and Brookline was Junior Steward; 
and William Hoeckel of the Washington 
Building was Marshal. Don Reeves of 
the Smith-Patterson Co. was at the 
South Gate; Benjamin Batty of the 
Washington Building at the West Gate; 
and Herbert Stranger of the Washing- 
ton Building at the East Gate. Follow- 
ing the ceremony, a Bible, with the 
Square and Compass on its cover, was 
presented to Mr. McLaren, the names 
of all the Past Masters who participated 
being inscribed on an inside page. 

q J. Gould Cook, president of A. Sto- 
well: Co. and also president of the Bos- 
ton Jewelers’ Club was one of three from 
New England who attended the Chicago 
Jewelers’ Association banquet. Accom- 
panied by John Peterson and Sturgis 
Rice, he went out by train, delays along 
the way caused by storms causing it to 
take 24 hours. The trio flew back—in 
just four hours! 

q January Market Week opened in Bos- 
ton on Monday, Jan. 20, continuing 
through the 24th, with the big Gift 
Show occupying six floors of the Parker 
House, and extending over the bridge 
into the Parker House Office Building, 
where many permanent exhibitors are 
located; Among the New England 
jewelry firms which showed at the 
Parker House this time were: Irving D. 
Adler, Boston; I. Albert & Sons, Bos- 
ton; Henry R. Arnold Co., Boston; Bar- 
ton, Anne Costume Jewelry, Boston; A. 
Berk Jewelry *Co., Boston; Leo Bren- 
ner & Co., Inc., Boston; Colton-Lewis & 
Co., Boston; Nathaniel I. Goodman, Inc., 
Boston; Kay Dee Jewelry Co., Provi- 
dence; Keith & Griffman, Boston; 
Mahar & Engstrom, Boston; John & 
Marion Nagle, Marblehead; Norling & 
Bloom, Boston; Rosyln Silver Co, 
Taunton; S.E.M. Co., Boston; Smith & 
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Zaff, Boston; Herbert W. Stranger Co,, 

Boston; C. W. Sweetland & Co., Boston; 

Wolfsheim & Sachs, Ine, Boston: 

Wonoco Jewelry, Inc., Boston; and the 
House of Zola, Boston. Jewelers perma. 
nently located in the Parker Hovge 
Office Building included Harry B: Cohen 
of National Silver Deposit Ware (Co, 
Don and Ralph Johnson, and severa] 
handling gift lines exclusively. The Gift 
Show was larger than for some years, 
and attracted large crowds. 

q Mrs. Nathaniel I. Goodman of the 
Jewelers Building is back in _ Bos- 
ton following an_ extended  crogs- 
country trip which included many 
visits on the West Coast and in Mexico, 
q John K. S. Mills of 901 Jewelers Build- 
ing has been ill for several weeks, and 
confined to his home. 

q Mrs. Rose Marshall, secretary of the 
Travis-Farber Co., 909 Jewelers Build- 
ing, spent her New Year’s vacation at 
Pico Peak, skiing. 

q Roger Arnold, who has been asso- 
ciated with I. Alberts Sons, Inc., Jewel- 
ers Building, for the last 11 years in 
their silverware and clock departments, 
has left that firm to become associated 
with his father, Henry R. Arnold, in 
the same building. Three buyers from 
I. Alberts’ diamond, jewelry, and silver- 
ware departments were in New York 
recently. 

q Leon Fischman, who recently came to 
the United States from Buenos Aires, 
Argentina, has joined the Universal 
Watch Co., Jewelers Building, doing 
watch repairing. 

q Louis F. Guiness of the Jewelers 
Building is among those from New 
England who are enjoying winter vaca- 
tions in Florida. 

q Sidney Bloomfield, of 601 Jewelers 
Building, has just purchased a new 
home in Winthrop, Mass. 

q Henry Smith of 807 Washington 
Building is improving from a recent ill- 
ness which kept him out for several 
weeks. 

q A new sort of “hole-in-one” has been 
scored by the Evans Mfg. Co. of Attle- 
boro which has taken on “Ted” Bishop, 
national amateur golf champion, as 4 
wholesale representative in New England 
and the Northeast States. 

q While it is now rather late to be re- 
porting the fact, many Christmas par- 
ties were held in various offices all 
through the Jewelers and Washington 
Building as the holiday season ap- 
proached its zenith, with a grand time 
being had by all. “Too many week-ends 
in the middle of the week” was the only 
reaction. 

q Workers with the D. C. Percival Co. 
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Jewelers Building, have been taking 
their annual one-week winter vacations 
_a week which they receive in addition 
to their regular summer holidays. 

Harold MacIsaac, formerly with the 
Army, has joined the Alfred F. De- 
Scenza firm in the Washington Build- 
ing as salesman. 

4 Frederic L. Kinsman, formerly located 
in Melrose, Mass., has opened a new 
store at 64 Concord St., Peterborough, 
N. H. 

q James H. Parks, old timer with the 
Kennard & Co., is in Florida for the 
winter, and Charles A. Orcutt of the 
same firm is ill at the Peter Bent Brig- 
ham Hospital, Boston. 

“Doc” C. H. Traver, for many years 
with the Parker Pen Company, and dur- 
ing the war serving overseas, is now in 
business for himself at the Tillotson 
Rubber Co., Needham, Mass. 


q Among those attending the 24 Karat 
Club dinner in New York on January 
18 were John Kennard, Harold Partridge, 
Sidney DeYoung, and Forrest David- 
son. 

4 Trefry & Partridge have added a new 
worker, former G.I., under the G.I. Bill 
of Rights training program—Gerard A. 
Cochran of Sharon, Mass. 

q Taking advantage of the fact that 
during the last two or three years men’s 
toiletries have boomed into a $40,000,- 
000-a-year business, the Bigelow-Ken- 
nard Co. has added a new Mark Cross 
line of men’s shaving lotions, creams, 
cologne, powders, and cake soap—the 
latter in handy shape for holding. Some 
of these are packed in attractive leather 
cases, and the line retails at from $7.20 
for the smaller sets to $54 for the com- 
binations in cases, all attractively pack- 
aged and boxed. The Bigelow-Kennard 
Co. also has added a line of “RCA Per- 
sonal” radios in plastic and gold-plated 
cases. 

q Frank Jackson, on the road for the 
D. C. Percival Co., has been ill at the 
Baker Memorial Hospital, Boston, for 
several weeks. : 
q Reports from the executives of the 
Boston Jewelers Club indicate that the 
annual banquet to be held at the Hotel 
Statler on February 15 will be the “big- 
gest ever,” with reservations pouring 
in at a 50 per cent increase over all 
previous records. 

q Elmer C. Read of Kettell, Blake & 
Read, Washington Building, spent six 
weeks in Florida this winter. 

q Kettell, Blake & Read quarters, 
Washington Bldg., are undergoing ex- 
tensive alterations, with new cases, par- 
titions, and other fixtures being installed 
by the Joslyn Showcase Co. of Boston. 
Two large posts which have occupied 
much space in the rooms will be com- 
pletely hidden by new partitions, and 
the sales space will be greatly increased. 


_@ Employees of the E. H. Saxton Co. 


attended a New Year’s Eve party at 
the Parker House, with dinner, enter- 
tainment, and “a good time by all.” 


q Ralph Talberg, salesman for the B. 
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Yaffe Sons Co., Washington Bldg., is 
vacationing in Florida. 


q L. M. Rank has joined Colton, Lewis 
& Co., Washington Bldg., as salesman 
on the west coast. 


q Elizabeth M. Brown, who left Boston 
over a year ago to join the Los Angeles 
headquarters of the American Gemolog- 
ical Institute, is back in Boston, and, 
for the present, with Kennard and Co., 


where she is welcoming all her old | 
friends. She plans to help carry on the | 


work of the New England Guild of 
the American Gem Society, and an- 
nounced a meeting on January 23 at the 
Boston City Club, to be conducted by Prof. 
Cornelius Hurlburt of Harvard Univer- 
sity. She also announced the beginning 
of evening resident classes offered by 


the Gemological Institute, commencing | 


about the first of February. 


q Clearance sales are becoming more 
common in some Providence jewelry 
stores with the emphasis apparently on 
costume jewelry which in some cases 
is marked down as much as 50 per cent. 
There are indications that price re- 
sistance is growing and some stores say 
that sales volume is lower. Meanwhile, 
at least one jewelry store has formu- 
lated a policy of reducing new commit- 
ments to a minimum consistent with good 
merchandising. 


q Jewelry manufacturers in the Provi- 
dence-Attleboro area generally are con- 
fronted with a definite return of the 
buyers’ market although there are some 
exceptions where firms are still using 
the quota system to allocate their mer- 
chandise. Wholesalers are showing con- 
siderable caution with many restricting 
their purchases to only samples. 


q The trade now feels that the 20 per 
cent excise tax on jewelry will be ex- 
tended until July 1, 1948. It was hoped 
that the tax would be rolled back to 
the prewar 10 per cent on July 1 of 
this year. Some optimists were antici- 
pating an immediate cut to the 10 per 
cent mark. Manufacturers feel that the 
continuance of the 20 per cent tax is 
definitely an adverse factor inasmuch 
as it will tend to hold prices at high 
levels. 


q The Gorham Manufacturing Co. an- 
nounced distribution of about $125,000 
as Christmas bonuses for employees. 
Employees with five years or more ser- 
vice were given $125 with the amounts 
ranging down to $10 for less than three 
months’ service. The company also 
voted a $2 dividend on the common 
stock, payable December 16, to stock 
of record December 2. 


q James G. Johnston, personnel direc- 
tor of the Robbins Co. of Attleboro, 
has been elected president of the Attle- 
boro Lions Club, succeeding Mayor 
Francis O’Neil. 


q The Federal Chain Co. has been 
awarded a building permit of $4000 for 
a one-story addition to its jewelry manu- 


(Please turn to page 365) 




















IS YOUR STORE 
FOR SALE? 


If so, why not get an idea how much 
CASH it will bring by having us see it. 

Your inquiry will be kept in strict 
confidence and no one need know your 
intentions of selling until you are 
ready to make the announcement. 

There is one solid reason for our 
leadership in the buying of Jewelry 
Stores and that is—WE PAY THE 
MOST CASH. 

In a lot of cases, we buy stores and 
keep them as a going business. 

NO PROPOSITION TOO LARGE 
OR TOO SMALL. 


Bank and Trade References on request 


WRITE—WIRE—PHONE Dearborn 1684 


HARRY WEISZ 59 &. Madison 


and associates _Chicage, Il. 




















GRAN and co. 


Manufacturers of 





32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


546 S. Meridian St. + Indianapolis 4, Ind. 








ED-MAR 
Cnystal § Jewelry Co. 


WATCH CRYSTALS 


All Types and Shapes 


24 HOUR SERVICE 
Orders promptly filled 


Also Dealers in Swiss Watches, Rings 


Metal and Leather Wrist Straps 


727 SANSOM ST., PHILA. 6, PA. 


WAlnut 2-5469 











DIAMOND & STONE SETTING 
For the Trade 
1st Class Work—Fast and Efficient Service 
All Work Sent Via Registered Mail 


DRAZNER & KARR 


93 Nassau St., New York 7 Tel. RE 2-4836 
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Youll Never Miss 





a sale when you 


“write ENGEL first’ 


A large and complete 
stock of merchandise as- 
sures satisfaction and 
prevents disappointment. 


ORDERS FILLED 
PROMPTLY AND 
ACCURATELY 





BALTIMORE 1, MD. 











WITH THE 
“Whos Who 
IN 
QUALITY 
MERCHANDISE 


WAIT AND KOHNER 


SALESMEN 
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q J. Engel & Co., Inc., wholesale jewel- 
ers, Baltimore St. and Hopkins Place, 
Baltimore, Md., will not be able to 
occupy the new quarters on the first 
floor and in the basement of the Romoser 
Building this year. The firm cannot get 
possession of the space until next fall, 
which will be too late to make the con- 
templated improvements in time for the 
company to move by the end of this 
year. 

4 Representatives of Charles Speidel, 
Golden Knight 


| Watchband, have planned a sales cam- 











paign in Baltimore during the month of 
March. The drive will be accompanied 
by advertisements in the local papers, 
and with special window displays in 
prominent locations. Plans were dis- 
cussed at the Emerson Hotel in Balti- 
more on January 15 between represen- 
tatives of the manufacturer and officials 
of J. Engel & Co., with other concerns. 


q Harry E. Baumohl, president of the 
U. S. Jewelry Co. at Baltimore and 
Liberty Sts., went to New York on 
January 18 to attend the annual ban- 
quet at the 24 Karat Club of the City 
of New York held at the Waldorf-As- 
toria Hotel. 


q Vic H. Gosnell is a new partner in 
the Clock Shop, 311 South Boston Ave., 
Tulsa, Okla., exclusive dealer for the 
Stromberg Time Corp. in Oklahoma and 
Arkansas. Gosnell formerly was classi- 
fied advertising salesman for the Tulsa, 
Okla., Tribune. 


q Tim Welch, 28 year old grandson of 
Arthur A. Everts and vice-president 
of the Everts Jewelry Co., Dallas, 
Texas, will be in charge of the enter- 
tainment for the first meeting of the 
International Junior Chamber of Com- 
merce’s meeting in Dallas in February. 
Representatives from a dozen or more 
nations will attend the Dallas get-to- 
gether which will be the first of its 
kind to be held anywhere. 


q Jack Langford has been elected City 
Manager of Griffin, Ga., by the Griffin 
City Commission. The City Manager is 
the most important city official in 
Griffin. Mr. Langford, a veteran of 
World War II, is manager of Wynne’s 
Jewelry store, Griffin. He founded the 
Langford Jewelry store, which he sold 
when he entered the armed forces. 


q James E. Higingbotham, Eastman, 
Ga., and Priscilla Quinn Batchelor, 
Helena, Ga., were married at the home 
of the bride on Christmas Day. Mr. 
Higingbotham is manager of the Smith 
Jewelry Co. in Eastman. He was re- 


cently discharged from the army after. 


serving 19 months in the European 
theatre. 


q Mr. and Mrs. James Monroe Wilkerson 
observed their 62nd wedding anniversary 


vo THE SOUTH 










at their home on Owl Mountain nea; 
Clayton, Ga., on December 22, Mr, 
Wilkerson, who is 82 years of age, has 
been a watch repairer for the past 65 
years. He began learning the watch re- 
pair business at the early age of 13, 
and moved to Clayton to open his own 
shop four years later. 

Mr. Wilkerson figures that he has 
set some sort of a record for foot work 
during the years he has maintained his 
watch repair shop in Clayton. He states 
that he has walked an average of five 
miles a day, six days a week, to and 
from Clayton and his home on Owl 
Mountain. 

q George T. Brodnax, Inc., jewelers, 
Memphis, Tenn., distributed $12,243 to 
68 employees on December 21. Thirty- 
five employees who had been with the 
firm from one to five years received 
five per cent of a year’s salary. Seven 
employees with five to ten years ser- 
vice received 742 per cent of a year’s 
salary. | 
q A popularity contest to determine the 
Hot Springs’, Ark., “man of the year 
for 1946” was launched December 29 
by United Jewelers, Inc. The contest 
will end February 21 when the winner 
will be announced. The objective is to 
honor the man who has contributed the 
most to the city of Hot Springs during 
the year. 

q P. C. Jeans, Inc., of Greenwood, S. C., 
has filed articles of incorporation with 
Secretary of State W. P. Blackwell. 
The new firm, with authorized capital 
stock of 250 shares, no par value, will 
conduct a general retail jewelry busi- 
ness. P, C. Jeans is president. 

q Brownlee Jewelers, Inc., of Charlotte, 
N. C., has been granted a charter by 


(Please turn to page 368) 
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I. Kaplan of 704 Sansom St., Phila., 
left for Florida on the 15th of January 
for a two weeks vacation. 

q Mr. and Mrs. Nathan Barsky of 708 
Sansom St. have gone to Florida for a 
one month vacation, their .first in 23 
years. 

q Milton Neff of 740 Sansom St. has 
just returned from the hospital to his 
home after a serious operation. 

4 Albert Adler of 714 Sansom St. and 
Mrs. Adler are planning a three-week 
trip to Florida. They will leave on or 
about Feb. 1. 

q Executives and employees of the Em- 
pire Smelting & Refining Co., 718 San- 
som St., regretfully announce the death 
of Mr. Albert Meller, company book- 
keeper, on January 7. 

q Albert Sabul, retail jeweler at 142 
§, 15th St., is recovering from an opera- 
tion in the Temple University Hospital 
in this city. 

q Edward Fisher has returned after one 
and one-half years in the service of his 
country to the employ of his father, 
Jacob J. Fisher of 721 Sansom St. 

q Paul Dreher, lapidist of 717 Sansom 
St. is still recuperating after a six 
weeks’ illness, but plans to return to 
work soon. 


q Miss Ann Snyder of 715 Sansom St., 
is planning a trip to Florida and will 
leave approximately Feb. 1. 


q Mr. Pitkin of George Mayer & Co.,, 
president of the Sansom Street Business 
Men’s Association, reports that this or- 
ganization is still in the process of re- 
organizing. 

q Miss Irene Goldberg, loyal employee 
of Samuel Goldberg at the corner of 
Sansom and 7th Sts., will be married 
on Feb. 9 to M. Fishbein. 


q Nicholas Jeraci has returned from the 
service and reopened his business selling 
jewelry at retail under the name “House 
of Jewels” at 6207 Market St., Phila. 
The entire store has been redecorated 
and remodelled and workmen are still 
putting the finishing touches on the new 
front of black structural glass. 


q Phil Retter and Leroy Davis, son of 
Irving Davis, have been employed as 
Trainees in Watchmaking and Salesman- 
ship respectively by the Irving Davis 
Co. at 713 Sansom St., under the speci- 
fications of the Veterans’ Training Pro- 
gram. 


q Mr. Sammon has opened a _ business 
on the third floor of 117 S. 8th St. 
(corner 8th & Sansom St.) making 
metal cigarette cases with plastic tops, 
& new and attractive item for the trade. 
q Stanley Milner, son of the owner 
of the House of Milner, 728 Sansom St., 
will be married to Miss Marcia Brown 
of Phila. on Feb. 16. The couple plan 
to honeymoon in Bermuda. 


FOR FEBRUARY, 1947 





* PHL ADELPHIA 


q John Shuster has returned to the em- 
ploy of the House of Milner after three 
and one-half years of service to his 
country. 


q Larry Kane of the House of Milner 
was married on Dec. 28 to Miss Carol 
Simovitch of Phila. 


qPhil Kramer of 730 Sansom St. will 
be married Feb. 16 to Miss Helen Bur- 
man of this ctiy. 


q Mr. Shanberg and Bernard E. Smith, 
have returned to the employ of M. Ros- 
nov, Inc., at 719 Sansom St., after their 
recent discharge from the service. 


q Harry Gordon & Sons of 726 San- 
som St., wholesale jewelers, have com- 
pleted alterations which have permitted 
them to take full advantage of formerly 
unused space, almost doubling the 
amount of floor space in use, and have 
increased the lines they carry by about 
25 per cent. Charles, Edward and Ar- 
nold Gordon, all sons of Harry Gordon, 
have returned from the service and are 
now actively associated with the com- 
pany. Charles Gordon will be married 
to Miss Janet Bulus of New York City 
on Feb. 16. 


q Lester Sauter of 2718 W. Girard Ave. 
reports that the date of the next meet- 
ing of the Retail Jewelers’ Association 
of this city had been tentatively set at 
either the 21st or the 28th of Jan. An- 
nual elections will take place at this 
meeting, the results of which will not 
be available in time for this month’s 
issue, but will be announced next month. 


q William P. Collison of the Joseph 
Bechtel & Co., 729 Sansom St., reported 
that the monthly meeting of the Eastern 
Pennsylvania Guild of the American 
Gem Society, of which he is the secre- 
tary, was held at the Academy of 
Natural Sciences on Jan. 16. Dr. Gor- 
don was the lecturer, and the program 
included a discussion of class work 
and student problems of the G. I. 
students under the Veterans’ Training 
Program. 


q Moses L. Sickles of the firm of Louis 
Sickles, distributors of Belmar watches, 
1015 Chestnut St., Philadelphia, will sail 
on the S. S. America on February 6, to 
visit the Belmar Watch Factory in 


’ Chaux-de-Fonds, Switzerland. He will 


be accompanied by his wife. 


q Charles Muth of Jenkintown, Pa., had 
double reason to be happy recently. No 
sooner had he and Mrs. Muth celebrated 
their golden wedding anniversary than 
the new building at 403 York Road was 
ready for them and they moved the 
Muth’s Jewelry Store into these beauti- 
ful new quarters. They are now located 
at this address, which is at West Ave- 
nue on York Road, Jenkintown. 
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q Stanley J. Reeder recently purchased 
Sowers Jewelry and Music store, 412 
E. Main St., Streator, Ill., and disposed 
of the music section. 


q Alvin Lauschke, Thos. J. Dee & Co., 
former Chanticleer of the Golden 
Roosters of Chicago, suffered the mis- 
fortune of falling on the ice as he start- 
ed for home on January 3 and frac- 
tured his collarbone. After he spent 
a few days at home, he was once again 
back on the job. 


q The Chicago Jewelry Mfg. Associa- 
tion, with headquarters at 35 E. Wacker 
Drive, elected officers at their recent 
annual meeting. Officers elected for the 
coming year were: Albert J. Friedman, 
Friedman Ring Co., president; Henry M. 
Brookstra, Haeflinger & Co., vice-presi- 
dent, and George H. Thompson was re- 
elected secretary-treasurer. Directors are: 
G. H. Matson, George H. Matson Co.; 
H. Leader, B. Leader & Sons; Marshall 
Spies, Spies Bros.; H. C. Schmidt, B. 
H. Kesl, Inc.; and Frank Milhening, 
J. Milhening, Inc. 


q Stein & Ellbogen Co. recently an- 
nounced that Herb Richmond is now 
affiliated with their organization and will 
represent the firm in the state of In- 
diana. Mr. Richmond has been in the 
jewelry business for 15 years and was 
formerly with M. A. Mead & Co. 


q The jewelry trade of Chicago suffered 
a minimum of loss by theft and bur- 
glary during the month of December. 
The greatest loss reported was by Mr. 
and Mrs. Fred Anders, owners of the 
Lenna Jewelry, 125 W. Monroe St. Over 
the week-end of December 15, burglars 
smashed a side door for entrance and 
stole jewelry merchandise valued at over 
$10,000 and $600 in cash. 


q The following Stein & Ellbogen Co. 
répresentatives are now basking in the 
sunshine at Miami Beach, Fla.: Harry 
Wish, Illinois and Wisconsin represen- 
tative; Ernie Roseth, Iowa and Illinois 
representative and Milton H. Nathan, 
Michigan representative. 


q The members of the Chicago Credit 
Jewelers Association enjoyed two ex- 
cellent talks at their January meeting 
held at the Standard Club on the 8th. 
President Phil Martin first introduced 
Albert L. McGuire, field director of 
Retail Credit Institute. He discussed 
the economic value of credit in mer- 
chandising and the work being done 
by the Institute to improve credit 
methods. 

Howard Lewis, Elgin National Watch 
Co., felicitating the members on the 
fact that they are dealers in merchan- 
dise and utility and adornment, stated 
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that evidence found in an old Egyptian 
tomb indicates they have been doing 
so for more than 5000 years. It was 
a jeweler who, in 1704, invented and 
introduced jewels for watches and they 
have since become a necessity in every 
industry in which accurate technical in- 
struments are used. The sound picture 
depicting how jewels have been pro- 
duced by the Elgin National Watch 
Co., in recent years was then shown, 
After a brief recess executive sec- 
retary Ben Katz presented the busi- 
ness agenda and among subjects dis. 
cussed were costume jewelry peddlers on 
the streets of Chicago and what is he- 
ing done about it, the excise tax sit- 
uation and plans for the dinner party 
which will be held some time next May, 


q H. O. Norman, H. O. Norman Jewel- 
ry Co., 28 Chester St., Champaign, Ill, 
has been awarded the title of registered 
jeweler by the American Gem Society 
of Los Angeles, Calif. Norman, -who 
has been in the jewelry business in 
Champaign since 1935, qualified for the 
registered jeweler title through courses 
on diamonds and other gemstones given 
by the Gemological Institute of 
America. 


q Stanley McKeon, of Stein & Ellbogen 
Co., watch department, ‘spent a week in 
New York during January on a buying 
trip. Both Mr. McKeon and Charles 
Brown, president of the Chicago Jewel- 
ers Association, attended the annual 
banquet of the 24 Karat Club of the 
City of New York. 





Palestine Underground Steals 
$107,000 From Diamond Plants 


On December 26, two bands of armed 
Jews, believed by police to be of the 
underground Irgun Zvai Leumi resist- 
ance organization, robbed two Palestine 
diamond factories. They made away 
with nearly $107,000 in diamonds, cash 
and bonds, police said. 

Six armed men staged a spectacular 
raid on the Eden Hayaset factory in 
the all-Jewish town of Nathanya, and 
fled with nearly $80,000 in cut diamonds. 
The raiders held up more than 100 em- 
ployees while looting the safe. Nathanya 
is the capital of Palestine’s $35,000,000 
diamond industry. 

A few minutes earlier, three men 
carrying tommy guns invaded the Shamir 
diamond factory in Tel Aviv and 
escaped with $24,000 worth of diamonds, 
$3,000 in cash and some government 
bonds. 

The raids apparently were for the 
purpose of replenishing the underground 
war chest. 
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tier, Inc.. New York and Kennard & 
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of the firm of Mahar & Engstrom, Jewel- 
ers Building, spent several days in New 
York recently on a buying trip. 


of the Dundee factory which is being | which would amend the Fair Trade Act Dept P ecient snes PO 
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q The Town Criers held their Christmas 
party at the Cincinnati Club on De- 
cember 26. Forty-two members were 
present and a good time was had by all. 
q Ed Whitman of MHerschede Hall 
Clock Co. will be back on the road again 
shortly. 

q John Reardon, of the Frank Her- 
schede Co., was in the hospital ill but 
it is reported that he will be back on 
the job again shortly. 

q Joseph Posner of A. Sauer Co. had 
been home ill but is now back on the 
job. 

q Mecklenborg & Gerhardt held their 
annual company party at the Hotel 
Alms on December 30. Norbert Meck- 
lenborg and Carl Gerhardt acted as 
hosts and Miss Koch as hostess. 

q James Dunn, formerly with Gerwe 
Brown Co., was a Christmas visitor in 
Cincinnati. Mr. Dunn is now associated 
with Ewing Bros., Atlanta, Ga. 

q George Detmering, Rosfelder Bros., 
celebrated his 84th birthday on Janu- 
ary 12. 

q Bob Stocker and Howard Rosfelder 
attended the Indiana Jewelers 24 Karat 
Club convention in Indianapolis on Jan- 
uary 12 and 18. 

q Sam Silverman, S. Silverman Co., 525 
Walnut St., is on a two-week buying 
trip in New York. 

q E. & J. Swigart Co. salesmen, who 
have been sojourning at the office, will 
leave for the “road” this month. 

q Carroll Seghers recently returned 
from his annual inventory trip in Lit- 
tle Rock, Ark. 

q I. B. Goodman of I. B. Goodman 
Co., who has been convalescing in Flor- 
ida, is planning on returning in March. 
q Edwin Jacobs of D. Jacobs Sons Co. 
gave a dinner and held a sales meet- 
ing on January 14 at the Cuvier Press 
Club. 

q Bob Gau and Irv Harmon of Klein 
Bros. are in the East on a business trip. 
q Jack Dietrich represented Klein Bros. 
at the Dallas Gift Show during the 
latter part of January. 

q Walter and Alvin Miller of Twentieth 
Century Co. recently returned from 


Florida where both enjoyed a month’s 


vacation with their wives. 

q William Rich has opened a new and 
modern jewelry store in Xenia, Ohio. 
q Cliff Flint is now back with Carrolls 
Jewelry store, 5th and Main Sts., after 
a long absence. He is now manager of 
that store. 

q The Town Criers held their banquet 
on January 9 at the Hotel Alms and 
elected the following officers to serve 
for this year: Lawrence Crouch, presi- 
dent; Clarence Loeb, Ist vice-president; 
J. Paul Knight, 
Ralph Patterson, 3rd vice-president; J. 
Chas. Hummel, secretary, and Robert 
Hengehold, treasurer. 





2nd_ vice-president; - 





CINCINNATI 


q The Cincinnati Wholesale and Many. 
facturing Jewelers Association held its 
annual meeting at the Hotel Alms op 
January 14. The following new direr. 
tors were elected for the ensuing yea;, 
E. C. Brunst, Gruen Watch Co.; Alber 
Sauer, A. Sauer Co.; Max Litwin, Lit. 
win & Sons Co.; Richard Heileman, 
Heileman & Roth; Ralph Goebel, Ralph 
Goebel Co.; Albert Wallenstein, Wallen. 
stein Mayer Co.; Arthur Hirshfield, p, 
Jacobs Sons; Geo. Brown, Gerwe Brown 
Co.; Vinton Stegemen, Wadsworth 
Watch Case Co.; Ray Kirkendall, Se. 
fried Co., and Earl Bose, Oskamp Nolt- 
ting Co. 

The new board will hold its meeting 
shortly to elect new officers for 1947, 
q Gordon A. Haerr, Loveland, Ohio, 
was married on New Year’s Day to Migs 
Bette Gene Hatcher, also of Loveland, 
Mr. Haerr has been traveling for Smith 
and Zoff, wholesale jewelers in Boston, 
since he returned from three years ser- 
vice in the Army. 
q Edwin B. Jacobs, D. Jacobs Sons Co, 
left for the East on January 26 ona 
buying trip. 
q The Northern Ohio Guild of the 
American Gem Society held a meeting 
on January 14 at the Hatch Building, 
Western Reserve University. Dr. Henry 
F. Donner gave a _ lecture on “The 
Toughness of Gem-Stones-Cleavage and 
Fracture.” A question and answer ses- 
sion followed the lecture. 





Mrs. Leveridge Is IDA Agent 


For Millimeter Gauge Estimator 


Mrs. Therese Leveridge, 501 Lexing- 
ton Ave., New York City, returned from 
a trip to Mexico in January. The trip 
was partly a vacation and partly in the 
interests of the Leveridge Gauge Esti- 
mator. 


Mrs. Leveridge expects to leave early 
this month on a trip to Switzerland and 
other European countries, in connection 
with the production of the A. D. Lev- 
eridge Millimeter Gauge and Weight 
Estimator, which is now being made in 
Switzerland, and to confer with selling 
agents. 


The American production of this cal- 
culating instrument of world-wide use 
is under the auspices of the Gemological 
Institute of America, which is distrib- 
uting them throughout the Western 
hemisphere. Mrs. Leveridge’s function 
in this is merely as an agent for the 
Institute. The foreign production 
rights remain in the inventor’s hands. 
Mr. A. D. Leveridge is executive manager; 
secretary-treasurer of the Industrial 
Diamond Association of America, mak- 
ing his headquarters at 501 Lexington 
Ave. N. Y. 
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Louisville Veteran Gets 
Title to Goering Brooch 


A diamond and ruby-studded brooch, 
reputedly a gift from the Japanese gov- 
ernment to Herman Goering, and from 
Goering to his old school teacher, cost 
Marcus Roberts, 30, an ex-G.I. from 
Louisville, Ky., a lot of headaches, but 
it’s all his now. 

Mr. Roberts is a veteran of the Rhine- 
land and Central European campaigns 
with the 90th Infantry Division. When 
he returned last April he had in his 
duffel bag the gaudy bauble, purchased 
for $250 from a fellow soldier. 





Marcus Roberts, 30, Louisville war veteran, 

got legal custody of $5,500 diamond brooch 

he bought in Germany from another G. I. 

Roberts said Nazi leader Hermann Goering 

once owned it. Federal authorities traced 
its origin to Germany. 


“He had bought it from Goering’s old 
school teacher outside Nuernberg some- 
where,” Roberts said. “She told him it 
had been given to Goering by the Japs 
and that Goering gave it to her just for 
old times’ sake.” 





Bearing out the origin is the Rising 
Sun motif—the rays, sprigs of diamonds 
—with the German Eagle, and, some- 
thing very much like the British Lion, 
to round it off. In all, there are 68 full- 
cut diamonds, 240 half-cut diamonds and 
28 rubies, all mounted in gold. It’s worth 
about $5,500, jewelers say, and Roberts 
is willing to sell. 

It was attempting to sell that brought 
on the headaches. A suspicious jeweler 
called police. They questioned Roberts 
and confiscated the brooch, pending in- 
vestigation. Inquiries here and abroad 
established Roberts’ legal ownership and 
it was returned to him recently. Next 
day he paid $720 customs duty on it and 
got clear title. 


Belgian Diamond Imports 


From July to September, 1946, Bel- 
gium imported 545,315,502 Belgian 
francs ($12,433,193) worth of diamonds. 
The total import consisted of 517,943 
carats of rough diamonds, 67,500 of bort 
and 42,776 of industrial. 

Belgian diamond exports for the same 
period were valued at 710,659,038 francs 
($20,203,026) and consisted of 89,917 
carats of cut diamonds and 70,412 of 
industrial. 


IMPORT PRICES WERE LOWER 


Import prices of rough diamonds were 
about 10 per cent lower than during 
the previous quarter, while export prices 
of cut diamonds remained at the same 
level. The price of bort has not changed 
since June, 1946. 


The import of rough diamonds was 
temporarily discontinued some weeks 
ago as no more foreign currency was 
made available for this purpose, the 
present stock of material being ade- 
quate. Until December 31, 1946, those 
who had already obtained import li- 
censes were allowed to use them. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 























PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsia 








ROSFELDER 


BROS. AND CO. 
MANUFACTURERS 


Special Order Work 


413 RACE ST. 
CINCINNATI 2, OHIO 











NEW RETAIL ENTERPRISES 





Howxie-Parker Jewelry store, Market St., Mount Carmel, Pa. 
Corbo Jewelers, 552 Bloomfield Ave., Glen Ridge, N. J. 

McLees Brothers Jewelers, Seneca, S. C. 

Gautreaux Jewelry Co., 354 S. Rampart St., New Orleans, La. 
Sargent’s Jewelry, North Side Main St., Sulphur Springs, Tex. 
Stedmans Jewelers, 100 East Main St., Alhambra, Cal. 

Avenal Jewelers, 218 Kings St., Avenal, Cal. 

Henesy Jewelry Co., West Washington St., Ranson, W. Va. 
Dardo’s Jewelry store, 216 Broadway, West Memphis, Ark. 
Michael’s Jewelry store, Heller Block, Main St., Menomonie, Wis. 


Royal Jewelers, Pennington Gap, Va. 


Prokop’s Jewelry store, Wheatland, Wyo. 
Bancroft Jewelry Co., Room 419, Mayflower Hotel, Akron, O. 


Davis Jewelry, Madisonville, Texas. 


Lesters’ Jewelers, 424 Chaparral St., Corpus Christi, Texas. 
Sauerland’s Jewelry store, 2491 Arlington Ave., Mt. Oliver, Pa. 
Planter’s Jewelry shop, 225 West Park Ave., Long Beach, N. Y. 
Madison Jewelers, Inc., Main St., Madison, W. Va. 
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DISTINCTIVE 





JEWELRY 
WATCHES 





THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 








STAR GARNETS 
Of Se se quality. Deep rich red, with 4 


rayed q on <. 
CRYSTAL SPECIMENS of ail kinds for wiadew 
display. Free price list. 











» D. HILL 
Cemplete Gem & Mineral Establishment 
R#7, Bex CD Sctem, Oregee 
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Where to Buy 
IMPORTED 





China and Glass 





TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 # Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 














importers eof 
o7 ENGLISH CHINA 
and 


EARTHENWARE 


Stock and Impert 
INC. 


FONDEVILLE & CO., 
149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 











ROYAL DOULTON 


Enmglisk Bone China and Harthenware 


DOULTON and CO., Ine. 
Saccessors To 
WM. S&S. PITCAIRN emia 
212 Fifth Ave. New York, @. Y¥ 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 














Wedgwood Ware 


Bone China Dinnerware, Queensware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S Ironstone China 

COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 
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The South 
(From page 362) 


the Secretary of State to operate jewelry 
stores under authorized capital stock 
of $100,000. Incorporators: George J. 
Brownstein, Blanche P. Brownstein and 
C. D. Taliaferro, all of Charlotte. 


q John Hamilton, proprietor of Hamil- 
ton’s Jewelers, 1611 Main St., Columbia, 
S. C., and Mrs. Hamilton presented gifts 
to the children at Epworth orphanage. 
This marks the second year that the 
Hamiltons have played Santa Claus at 
this institution. 

q Gem Jewelry Co., Inc., of Gastonia, 
N. C., which proposes to engage in 4 
general jewelry business, has _been 
granted a charter by the Secretary of 
State. Authorized capital stock is $100,- 
000. Incorporators: Celia L. Samel, 
Basil L. Whitener and Attie E. Hopper, 
all of Gastonia. 

q Retail sales in New Orleans for the 
first ten months of 1946 totaled $384,- 
141,505, surpassing the $364,909,001 of 
merchandise purchased during all of 
1945. This was disclosed in a study made 
public by Arthur S. Graham, research 
secretary of the Association of Com- 
merce, who noted, however, that despite 
record-shattering sales throughout the 
nation “slow” spots are developing in 
the retail picture. 


q Rogers Jewelry Shop, Inc,, Rocky 
Mount, N. C., capitalized at $100,000, 
has received a charter from the secre- 
tary of state to conduct a general mer- 
chandising business. Incorporators: 
Esther L. Ostrow, T. D. Levy and Leon 
N. Epstein, all of Rocky Mount. 

q Helms Jewelers, Inc., of Mullins, S. 
C., capitalized at $10,000, has just re- 
ceived a charter from the secretary of 
state. Ralph E. Helms is president. 
q When the plate-glass window of the 
Long Jewelry Co., Ardmore, Okla., was 
smashed recently, a competing jeweler, 
W. C. Peden, came to the rescue. Hap- 
pening to have a piece of glass of just 
the right size, Mr. Peden sent the re- 
placement to M. J. Long, proprietor 
of the Loag Jewelry Co., with his com- 
pliments, and it was put in without de- 
laying Christmas displays or sales. 

q Sales managers of Gordon’s Jewelers 
stores in three states attended the an- 
nual sales conference of the firm in 
Houston, Texas, on January 4. M. M. 
Gordon, head of the firm, presided over 
the meeting, held in the main offices in 
the Stewart Building, and plans for 
1947 were presented by Harry B. Gor- 
don, vice-president; Aaron S. Gordon, 
treasurer; and I. L. Miller, secretary. 


q Green’s Credit Jewelers, Corpus 
Christi, Texas, have expanded their 
watch repair department with the ad- 
dition of two men and the installation 
of a new crystal grinding machine with 
auxiliary equipment. The new men are 


Byron Moore, a brother of Glenn Moore, - 


owner of the department, and Roy 


Allen, both experienced watchmakers. 
q Charles J. Riggins, manager of Shaw’s 
watch repair department, San Antonio, 


‘exas, has been elected president of 
the newly formed San Antonio Maste, 
Watchmakers’ Association. Wilby 
Audrey was named secretary and 
Charles Davis treasurer. The organiza. 
tion has 33 charter members, 


q November retail jewelry saies jp 
Texas showed an increase over (Octo. 
ber of 81 per cent, according to the 
Bureau of Business Research of the 
University of Texas. The normal] jp. 
crease for November, bureau officials 
said, is 19 per cent. Jewelry sales jp 
the state for the first ten months of 
the year showed an increase of 25 per 
cent over the first ten months of 1945, 
q ‘The Burke Jewelry and Gift Shop, 
Cordele, Ga., moved in January from 
Dawson, Ga., to Cordele, and will be 
located in the Dayton Hotel. A new 
jewelry and gift stock is being pro. 
cured, and watch and jewelry repair 
work will also be featured. Mr, and. 
Mrs. E. F. Burke are owners of the 
firm. 


q Mrs. James Stuart of Stanberry, Mo, 
has a Thomas Stonson chain drive 
watch which was bought by one of her 
ancestors in 1646 making it more than 
300 years old. Another member of her 
family owns a_ stem-wind Waltham 
watch bought in 1886 which is in con- 
stant use and keeps excellent time. 


q Lee Kurtz, who recently completed a 
course in the American School of 
Watchmaking at Kansas City, Mo., has 
accepted the position as watch repair- 
man with the Harry L. Laird jewelry 
store at Memphis, Mo. 


q The American Gold Corp. was granted 
articles of incorporation at Dover, Del. 
on January 9 and will deal in gold, 
silver and other precious metals. The 
eompany is capitalized at $2,000,000. 

q The Van Cleef and Arpelt Interna- 
tional Corp., was granted articles of 
incorporation at Dover, Del., om Jan. 9 
with a capital of $500,000 and will en- 
gage in the jewelry business. 


q The Bergman Co., Omaha, Nebr., a 
jewelry concern with capital of $100, 
000, has been granted articles of in- 
corporation by the secretary of state at 
Lincoln. Incorporators are: Clarence 
L. Bergman, Stewart Gillinsky, and 
Lillian Bergman, all of Omaha. 





N. J. Manufacturers Bowling Scores 


The Manufacturing Jewelers of New- 
ark, N. J., decided to continue with 8 
bowling league after the softball league 
was closed. As of January 3, the 
bowling league standing is as follows: 
Schuman & Donchi in the lead followed 
by Harry C. Schick, Jabel Ring Co, 
Stern Mfg. Co., Larter & Sons, and 
Tessler & Weiss. 


———___, 














SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondehl) 


D. Stanley Corcoran, Ine. 


212 Fifth Avenue New York 10, N. Y. 
MUrray Hill 7-7823 
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OBITUARY 


Cuartes K ADAMSON, 70, well-known 
jeweler, died December 28 at his home 
in Augusta, Ark. He is survived by his 
widow and three daughters. 

Cuartes ARTES, 68, jeweler, 225 Main 
St., Evansville, Ind., died January 8. 
He and his brother, William Artes, were 
owners of the oldest jewelry business in 
Evansville. Their father, the late Charles 
F. Artes, founded the business in 1864. 
Surviving are a niece and_ several 


cousins. 

Max Conen,49, midwestern sales repre- 
sentative for Bruner-Ritter, Inc., 630 
Fifth Ave., New York City for the past 
14 years, died January 13 of a heart 
attack. Mr. Cohen was a member of the 
Chicago Golden Roosters. He is survived 
by his mother. 

Hveu Daze, 80, retired diamond 
buyer for Tiffany & Co., jewelers, 727 
Fifth Ave., died December 30 after a 
short illness. Mr. Dazell began work for 
Tiffany & Co. in 1881 and retired in 
1941. He volunteered his services in 
World War I and served as a captain 
in the 122nd Engineers. Surviving are 
one sister and two brothers. 


SmnEY FEINBERG, 36, president of Na- 
tional Jewelers, 426 Nicollet Ave., 
Minneapolis, Minn., died December 27. 
Survivors are his widow and a daughter. 


Van B. Fosrer, Sr., owner of Fos- 
ter’s in Westwood Village, Calif., died 
early in December. His son, Van B. 
Foster, Jr., will carry on the business. 
Mr. Foster started his giftwares store 
in 1982 with a $300 inventory and de- 
veloped it into one of the country’s out- 
standing retail firms. His store was 


famed for its china, sterling and glass- 


ware departments. 

Wim H. Fowum, 68, manager of 
the New York branch of the Elgin 
National Watch Co. for over 25 years 
prior to his retirement in March, 1946, 


WILLIAM H. 
FOWLIE 





died suddenly of a heart attack on Janu- 
ary 5 in his home at 125 East 63rd St., 
New York City. Mr. Fowlie joined the 
Elgin National Watch Co. in 1905 as 
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a salesman, becoming manager of the 
New York branch in 1920, which office 
he continued to hold until his retire- 
ment last spring. He was tendered a 
testimonial dinner by the industry at 
large upon the occasion of his retire- 
ment. He is survived by his widow, a 
son, and four grandchildren. 


J. B. Lipsxer, retired traveling repre- 
sentative of Goldsmith Bros., Smelting 
& Refining Co., Chicago, Ill., died De- 
cember 23 after a long illness. He had 
been retired on pension more than a 
year ago. He was well known to the 
jewelry trade, particularly in the south 
and middle west, having spent more 
than 30 years in that territory. He is 
survived by his daughter. 


Cuartes Marx, 77, retired diamond 
dealer, died in Greenville, S. C., on Janu- 
ary 9. Mr. Marx had been in the loose 
diamond business in New York from 
1900 to 1940. He had been in retirement 
for the past seven years. Mr. Marx was 
a member of the ‘24 Karat Club of the 
City of New York. Surviving are a son 
and a daughter. 


Cuartes F, Massa, 48, sales manager 
for the Walter H. McKenna Co., Provi- 
dence, R. I., jewelry manufacturers, 
died January 7. His survivors include 
his widow, a son and a daughter. 


JoHN CHANDLER Moore, 82, chairman 
of the board and assistant treasurer of 
Tiffany and Co., jewelers, 727 Fifth 
Ave., New York City, died December 
22 at his home after a brief illness. He 
had been with the concern since he was 
16. His grandfather, John C. Moore, a 
silversmith, imprinted his hallmark 
“JCM,” on Tiffany silver in 1848, and 
his father Edward C. Moore, was also 
long identified with the firm. Mr. Moore 
became president of Tiffany and Co. in 
1907, board chairman in 1940, and re- 
mained active in its business until his 


death. Surviving are his son, three 
grandchildren, and six  great-grand- 
children. 


Rosert Napier, 61, vice-president of 
Rogers Square Deal Jewelers, Inc., and 
also connected with Nadler Jewlry Co., 
Inc., both of 48 W. 48th St., New York 
City, died recently. Surviving are his 
widow, son, and daughter. 


Greorce M. Renrer, 46, former owner 
of the Canadian Watch Crystal Co., To- 
ronto, Canada, died on January 7 after 
a long illness. Mr. Renfer came to 
Canada in 1930 and settled in Montreal 
where he organized the company. He 
moved the company to Toronto in 1937. 
Sarviving are his widow and two sons, 
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CRYSTAL—f-om Sweden 


Stemware, Bowls, Vases, Perfume 
Bottles and Smoking Accessories 


ENRIGHT - LeCARBOULEC, INC. 
160 Fifth Ave. New York 10, N. Y. 
CHelsea 2-5558 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 
MADE IN AMERICA- MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 


gh 


THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


THEODORE HAVILAND CO., INC. 


28 W. 23rd ST. 1550 MERCHANDIGE MART 
NEW YORK CITY CHICAGO, ILL. 

















ORREFORS o* SWEDEN 


GLASSWARE 


U. S. A. Representatives 


FISHER, BRUCE 2 CO. 


| Phila.: 221 Market St. e New York: 1107 Broadway 














sme CRYSTAL ano BENT GLASS 
« « Giftware of Distinction + »* 








KENSINGTON, ING. WEW KENSINGTON. Pa. 


GIFTS for MEN 


A comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN SOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


SUN GLO STUDIOS 2, "5% AYRYYE 
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by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N. Y. 


OR quick efficient “polishing” of pivots to size, 
the pivot lathe is unequalled. The small pivot 
lathe shown in actual size in Fig. 18, is economical, 
simply constructed and easy to operate. Because the 


















RE. DORRINGTO 
WALTHAM MAS@. 






































Fig. 13. Pivot lathe (shown here about actual size) 
is most efficient means of “polishing” pivot to size. 


Adjusting a Balance Staff 

































The author diseusses in this article the various tools used in 
polishing a pivot and how to employ them correctly. In this 


issue, operation of the two types of pivot lathes is explained. 


PART IV: The use of pivot lathes 


(Drawings by the author) 


pivots of the balance staff rest on their own centers 
and cones, accuracy is reasonably assured. Errors in- 
troduced by imperfect lathe chucks and wobbling pivots 
on such chucks are thus avoided. 

This tool consists of a frame with two legs which 
fit into a metal base “A,” Fig. 13. This base may 
be screwed permanently to the edge of the 
bench so that when the tool is not needed, the 
frame is lifted out of the base and put away. The 
frame, ““B’” has a small headstock into which is fitted 
the rod “C.” This rod has a button at the outer end. 
The other end of the rod has a hole drilled and cross- 
holed for the reception of a balance pivot. The rod 
may be advanced and locked in any position by the 
top set screw “D.”’ Upon the rod “C”’ the pulley wheel 
(“B,” Fig. 14) is placed loosely. At the other end of 
the tool is the disc holder ““E.” This holder is fastened 
by the nut “F.” 

To use this tool, the “fiddle bow” (Fig. 14 “A”) is 
twisted over the pulley wheel. A disc is chosen whose 
hole will permit all of the cylindrical portion of the 
pivot to be “polished” and a slight part of its cone to 
stick through. Some tools have three holes in one dise. 
In this case the suitable hole must be “aligned” on 
the same axis as the rod “C” Fig. 14. The balance 
pivot “E” Fig. 14, is placed into the hole in the dise 
“F.” The rod is then advanced so that the pivot “D’ 
will enter through the hole. This rod is brought up 
close so that there is no end-shake of the balance be 
tween the rod hole and. the disc hole. The nut “D" 
Fig. 13, is then fastened, securing the rod in place. 
The hairpin shaped wire, placed through the pulley 
wheel “B” is pushed forward so that its pins “G” and 
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Think this one over— 


N connection with their watch-making 


The WatchMaster prints course these students (and the students 
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a record of the 24-hour of many other schools in all parts of the 
rate of any watch in any country) are learning to rate watches quick- 
position, indicating the ly and accurately with the WatchMaster 


cause of any irregularity, 


anit ie 20 aan Watch-rate Recorder. 


They will soon be producing better repair 
work, more speedily, more economically. 
They will be entering your territory, per- 
haps your shop. Prepare for them by 
possessing a WatchMaster. 







American Time Produets. Ine. 


2 5 oe 2 oe AVENUE NEW YORK, a We 






Distributors of Western-Electric Watch-rate Recorders 
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“H”’ straddle a spoke of the balance wheel. These pins 
should not be advanced so far that they touch or scrape 
disc “F.” By pushing and pulling the bow “A” back 
and forth, the pulley wheel is made to turn upon the 
rod “C.” Since the straddle pins “G” and “H” are at- 
tached to this pulley wheel, any action of the fiddle bow 
will transmit motion directly to the influenced balance 
wheel and thus the pivot sticking out of the hole “F” 
is ready to receive the burnisher or jasper stone. An 
Arkansas oilstone should nog be used as these shed 
abrasive powders which will find their way into the 
disc hole, altering the cone and enlarging the hole. 








Fig. 14. Motive power for pivot lathe is by means 
of bowstring which, pushed and pulled back and forth, 
turns Icthe alternately one way and then the other. 


To reduce the thickness of a balance pivot with this 

tool, a jasper stone or a pivot burnisher “J” is held up 
against the underside of the pivot. The bow and the 
jasper slip or burnisher are pushed and pulled in the 
same direction. This will produce a counter action of 
the pivot across the burnisher, resulting in a more 
rapid reduction or polishing of the pivot with satis- 
factory results. 
- Care should be exercised that the pivot file or burn- 
isher be held against the pivot with the same precau- 
tions indicated in Fig. 7, avoiding the errors illustrated 
in Fig. 8 and 9. 

As previously stated, oil is used with the burnisher 
but not with the jasper slip. 

While this tool is fairly simple to operate, some prac- 
tice should be had employing old balances and pivots. 


Fig. 15. The Jacot pivot 
lathe also operates on the 
bowstring principle but in 
this tool, a grooved spin- 
dle is provided into which 
groove of correct size the 
pivot to be reduced is set. 














Using this tool but a little should provide a pro- 
ficiency equalling that obtained with the same too] in 
actual factory work. 


THE "JACOT” PIVOT LATHE 


The tool shown in Fig. 15 is known to English-speak- 
ing watchmakers as the “Jacot”’ tool. This tool yp. 
doubtedly offers one of the very best methods of re 
ducing or polishing pivots to size and shape. With 4 
correct knowledge of its use and some practice, cor- 
rectly shaped and dimensioned pivots are practically 
guaranteed. 

This tool, shown about three-fourths its actual size 
in Fig. 15, is held in the vise. A fiddle-bow, the same 
as used in Fig. 14, made of spring wire about 2.00 mm 
thick and with horsehair, is wound once around the 
pulley “A.” The pivot to be straightened, reduced, or 
polished is placed in a groove marked with the gauge 
of the pivot size desired. The hardened, grooved spindle 
“E,” Fig. 15, is brought to the uppermost position and 
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. Fig. 16. This illustration shows the pivot resting 
in its proper groove in spindle of the Jacot lathe. 
Burnisher used must have rounded edge as shown here. 






locked in place. The opposite balance pivot is placed 
into the hole in the pulley rod and this is advanced un- 
til only the cylindrical portion of the pivot rests in 
the groove. 

Choosing the proper groove is of importance if 4 


well-proportioned cylindrical pivot is desired. While 
(Please turn to page 876) 
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NEW HAVEN CLOCK & WATCH (0 


NATIONAL ADVERTISING Wid 


REACH 88,000,000 CIRCULATION 
+ FOR ACTUAL 
READERS MULTIPLY THIS BY 











POCKET WATCHES. New Haven pocket 
watches are traditionally good value: 
a sturdy, reliable “work-watch,” thriftily 
priced so everyone can afford one. In nickel 
iplate, retails for $2.50 plus tax; in beau- 
'tiful color of natural gold $4.50 plus tax. 
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THE “VITAL NERVE CENTER” is famous New 
Haven compensating hair spring which makes 
New Haven watches and clocks keep better time 
through wide variations in temperature which 
affect ordinary steel hair springs. No other 
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“HALO” ALARMS. New Haven’s exqut- 
site new spring-wind, 30-hour alarm, in 
the beautiful color of natural gold. 
Modern beauty of design. Luminous 
hands and numerals. (Clock is 34 inches 
high.) Retails for about $7.50 plus tax. 


























WRIST WATCHES. New Haven wrist 
watches are sturdy, well made, reliable. 
In chrome-plated, stainless-steel back, 
retails for $7.50 plus tax; in beautiful 
color of natural gold, stainless-steel back, 
jewelled movement, $9.50 plus tax. 


watch or clock in low price field can offer this 
remarkable compensating hair spring: it is a 
patented exclusive New Haven feature. Result: 
New Haven clocks and watches are more accu- 
rate, day in, day out. 
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UST IN WATCH PARTS—-(1) Is there any chem- 

ical in the substance of non-breakable watch crys- 
tals that would cause rust of watch parts? (2) Is it 
possible that the method of putting in mainsprings used 
by a watchmaker could cause them to break? (Question 
No. 5914) R. W. } 

Answer—(1) on the material used now by the lead- 
ing makers of non-breakable watch crystals, there is 
nothing that could cause steel parts of the watch to 
rust. Years ago, celluloid was used for crystal manu- 
facture and that material could cause rust under certain 
conditions of atmosphere. (2) Some faults in the way 
mainsprings are put in barrels, that could predispose 
to breakage, are: (a) by using a hook that is too long, 
especially on the arbor; (b) twisting the spring into 
the barrel with the fingers, instead of using a main- 
spring-winder; (c) incorrect selection of the dimensions 
of the spring, such as too wide; (d) damaged barrel 
walls, such as dents in surfaces against which the coils 
of the mainspring rub, in action. It must be remem- 
bered, in connection with the question of excessive break- 
age of mainsprings, that occasionally some one manu- 
factured lot of springs may happen, even in a good 
brand, to be tempered somewhat too hard or made of 
a chance batch of faulty steel. Most manufacturers 
have a policy of exchanging springs that are undoubt- 
edly defective. 


OOTH CURVE—What curve is it that is used for 

designing the shape of teeth in watch train wheels? 
Cycloid, epicycloid, subcycloid, etc.? How are these 
curves formed? (Question No. 5915) C. W. 


Answer—A cycloid is a curve traced by a point on 
a circle that is assumed to be rolled along against a 
straight line. An epicycloid is traced by a point on a 
circle rolled on the outside of another circle. A hypo- 
cycloid is traced by a point on a circle rolled on the 
inside of another circle. We do not know what you mean 
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by “a subcycloid”—perhaps you used this for hypo- 
cycloid? Generally the acting profiles of wheel teeth fol- 
low epicycloidal curves; and of pinion leaves, hypo- 
cycloidal curves. 


OLDERING CHAIN LINKS—The most annoying 

jobs we get are repairing neck-chains with very thin 
wire links. We solder them as we do other work, but |] 
heard in factories they have a machine for soldering, 
and wish to know of any such method we could use, as 
we must sometimes try 3 or 4 links before we get one 
done right. (Question No. 5916) W. N. 


Answer—lIt would be impossible to adapt factory 
soldering methods to repair-shop conditions; in manv- 
facturing, an automatic machine will solder many thov- 
sands of links per day, all alike; whereas you may have 
only a few per day, and all different in size and form. 
The latter fact requires nothing but long-practiced skill- 
of-hand, to do the work easily. It is a good idea to cut 
up pieces of old light chain, for practice-work, rather 
than to depend entirely upon the practice one would get 
in doing actual jobs for customers. 


H°D! NG GRAVER—When turning steel, for mak- 
ing a staff, what is the rule for holding the graver 
—at what angle—for efficient work? (Question No. 


5917) T. W. M. 


Answer—While using a graver for turning, depend- 
ing upon the form of the work, hardness of material, 
shape of the graver-point, etc., the tool has to be held 
at varying angles; so there is no rule that can be stated, 
about this matter. But there is one sure way to judge 
when the graver is being held properly under any con- 
ditions whatever; and this is, when the metal being re- 
moved by the graver, comes off in spiral form, like shav- 
ings coming from a carpenter’s wood plane. When the 
steel waste comes off in spiral shavings, instead of in 
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“BEAU ALARM an electric alarm clock 


priced to sell fast in the mass market! 


Never before has General Electric offered such a 
“quality” electric alarm clock for so low a price—a 
mere $3.95. The “BEAU ALARM” will turn over 
and over and over—and FAST! 


Truly beautiful ! 


Its smartly styled good looks will catch the eye of 
your trade and reach right into its collective pocket- 
book! 

The “BEAU ALARM’S” ease is sturdy plastic in 
rich mottled mahogany! Its dial is easy to read— 
chocolate brown characters on a light grey dial! 


(NOTE TO HEAVY SLEEPERS! While the 


General Elecitic Clocks 


The Clocks Most People Want Most 


“BEAU ALARM” is small, its alarm is BIG!) 


LIKE ALL General Electric Alarm Clocks, the “BEAU 
ALARM” is: 


1 Self-starting. Just plug it in. 
2 Non-winding. Electricity does the work. 


3 Dependable. [ts precision motor is sealed in a 
lifetime bath of finest oil. 


4 Quiet. No disturbing “Tick Tock”. 


5 Accurate. Electrically checked by your Power 
Company with official Arlington time. Appliance 
and Merchandising Department, General Elec- 
tric Company, Bridgeport 2, Conn. 


GENERAL @ ELECTRIC 

















‘short fragments, the graver is then cutting at its greatest 
efficiency. When not so, gradually alter the position of 
the graver against the work until spiral shavings appear. 


_ is better for cleaning tarnish from silver- 
ware—cyanide of sodium or cyanide of potassium? 
(Question No. 5918) S. N. 


Answer—The effects of either of these cyanides, dis- 
solved in water, are alike for the purpose named. An 
average proportion for a solution is of one ounce of cya- 
nide in a quart of water. If the tarnish is unusually 
deep, the strength of the solution may be made greater; 
this should be judged by a trial, and if action seems too 
slow, add some cyanide to the solution already made. 


EFINISHING DIALS—I want information about 
refinishing watch dials. Thanks! (Question No. 
5919) R. W. B. 


Answer—Frankly, an adequate answer to a question 
like this cannot be given in the space we have in this 
department. There are so many kinds of watch dials, 
and so many different processes involved in refinishing 
them—if by “refinishing” you mean more than simply 
washing dials to remove superficial tarnish and dirt— 
that a big book, rather than a few paragraphs here, 
would be required, to cover the subject. There have 
been no books published specifically on refinishing 
metal dials; the processes would have to be searched for 
in general treatises on electro-plating. If you would 
write us again, describing in each case the dial, its con- 
dition and what it is made of, we would be able to 
answer these questons. 


LD WATCH VALUE—How old is a watch en- 

graved “Home Watch Co., Boston, Mass., No. 
519283”? Is it of value as an antique? It is in a silver 
case. (Question No. 5920) H. B. G. | 


Answer—This name “Home Watch Co.” was the 
model-name of a movement made by the American Watch 
- Co., Waltham, Mass., now the Waltham Watch Co. The 
serial number indicates that the watch was made in about 
the year 1868. As to its value, this watch is not old 
enough, among early American-made watches, to be rare, 
and it would hardly command a price in the collectors’ 
market much if anything more than the value of the silver 
in the case. 


erator CLOCK PART—The calendar part of 

a fine old clock in our shop for repairs, has a lever- 
like piece so badly botched up that we want to buy a 
new one; but our dealer says he doesn’t kz=~w where to 
get this. On the dial is name “Ithaca Calendar Clock 
Co., Ithaca, N. Y.” We wrote there, but got no answer. 
Can you help us on this? (Question No. 5921) C. D. 


Answer—tThe Ithaca Calendar Clock Co. went out 
of business in 1914. The plant and contents were sold 
for the ground-value, and the junk value of material on 
hand; and none of the parts were bought by material 
dealers; so any new parts needed in repairing must be 
made up for this calendar-attachment. 
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7 een ETIZING—How can [I demagnetize my 

lathe? I, of course, have a demagnetizer J, 
enough for watches, but nothing for as big a thing as 
the lathe. I was astonished when I accidentally noticed 
that the lathe is magnetized, by handling the compas, 
so it passed near the end of the bed. It fairly made me 
sick, thinking how the lathe has been affecting watches 
on the bench, I don’t know how long. (Question No. 
5922):I. V. 


Answer—Glad to relieve you of worriment abou} 
your lathe magnetizing watches on your bench; it hasn't 
been doing this. Practically any large body of iron, like 
a lathe or an engraving block, will divert a tiny compass- 
needle when approached by it; the magnetism in the 
comparatively huge mass of the lathe is much too “weak” 
to have any magnetizing effect whatever on watches or 
anything else on your bench; and it would be foolish to 
try to do anything like demagnetizing in this case. This 
is one of those things one should simply forget. 





ADJUSTING A BALANCE STAFF 
(From page 372) 


the gauges marked adjacent to the grooves serve fairly 
well, the pivot should be placed into a groove that per- 
mits about 14th the pivot diameter to stick up above 
the flat surface of the spindle as shown in Fig. 16, 
This will permit the pivot “A” to obtain a firm seat- 
ing in the groove “C” and allow the burnisher “B” 
access to the pivot’s outer circumference as well as to 
permit it to obtain guidance from the adjacent flat 
surfaced guide, “D.” For instance, if a pivot is .12mm 
thick and it is desired to reduce this to a .10mm thick- 
ness, a groove No. 10 might be chosen. However, if a 
pivot, let us say, is .14mm thick and it is desired to 
bring this down to .10mm, then it should first be placed 
in the No. 12 groove and after assuming that thickness, 
it is again transferred to the No. 10 groove for the 
final reduction and polish. To attempt to fit too thick 
a pivot in a small groove may invite difficulties in keep- 
ing the pivot seated in the groove and make it equally 
difficult to obtain a well shaped pivot. 

The principle of this tool is that it allows one pivot 
to rest in the pulley rod while the pivot to be ad- 
justed rests in the groove which is precisely on = line 
of centers with the tool. The groove is ground to a 
depth indicated by the gauges marked adjacent to them. 
The surface into which these grooves are indented are 
perfectly flat with a corresponding flat surface extend- 
ing beyond the groove. Thus a burnisher or pivot file 
may cut a pivot until its diameter is reduced so that 
it is exactly on level with the hard flat surface. The 
burnisher cannot reduce it any further, insuring a pivot 
of exact dimensions. Also since the groove is cut 
straight along with the lines of centers and also since 
the top edges of the grooves are perfectly flat, the 
burnisher cannot help but cut a pivot that is also 
cylindrical. The burnisher used must have a rounded 
edge as illustrated in Fig. 16 in order to fit into the 
shape of the conical root of the pivot, polishing it as 


well. 
(To be continued) 
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AMERICA’S FINEST ALARM CLOCK! 


Without doubt, the Lux Chilton is 
the outstanding alarm clock in the 
Lux line. Gracefully streamlined 
from delicate hands to widely 
sweeping pedestal, it has a baked 
synthetic enamel finish that will 
never peel or chip... is too tough 
to scratch easily. 


Its metal dial has large, bold 
numerals that can be easily read 
from a room’s length away. And 
the precision Lux movement, as 
painstakingly engineered as a fine 
watch, gives years of accurate 
service. 


4%" wide — 5%” high 
Colors: Ivory or black. Base trimmed 
with polished metal strips. 
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Manufacturers’ News 








HELBROS HOLDS SUCCESSFUL SALES MEETING 





“The 1947 Helbros Sales Convention 
was the most successful in Helbros his- 
tory,” William MHelbein, President of 
the Helbros Watch Co., told the Hel- 
bros organization on January 9 at the 
dinner which closed the annual sales 
convention. 

Under the direction of John B. Mor- 
ris, Sales Manager of Helbros, a series 
of meetings from early morning until 
early evening filled the week, climaxed 
by the first showing of the Helbros line 
for 1947. 

In addition to the regular sales and 
marketing sessions, the convention was 
addressed by several outstanding speak- 
ers, including A. O. Buckingham, Di- 
rector of Advertising of Cluett Pea- 
body & Co., and William H. Weintraub, 
President of the MHelbros advertising 
agency. 

On Wednesday, January 8, both the 
morning and afternoon sessions were 





devoted to advertising, at which time 
representatives of various advertising 
media used by Helbros discussed their 
media in general, and its value to Hel- 
bros. Included were R. A. Schmid, Vice 
President of Mutual Broadcasting Sys- 
tem, H. F. Decker of the Evening Post, 
John Miller, Eastern Sales Manager, 
Esquire Magazine, and F. V. Cole Edi- 
tor of JEwELERS’ CriRCULAR-KEYSTONE. 
Harvey Bond, Advertising Manager 
of Helbros, presented the 1947 advertis- 
ing and promotion program. Fifteen 
important advertising and sales promo- 
tion aids were described in detail, in- 
cluding radio and magazine advertising, 
counter and window. displays, direct 
mail, trade paper promotion, and “Sales 


Talk,’ the company’s house organ for 


dealers. 

The convention ended with a dinner 
attended by all Helbros executives, sales- 
men and key personnel. — 





Southern Wholesale Jewelers 
Hold Sales Meetings and Show 


To chart a course for 1947, Southern 
Wholesale Jewelers, Valdosta, Georgia, 
held a series of sales meetings and re- 
tailer showings during the week of 
January 6, at the Daniel Ashley Hotel 
in Valdosta. 

First part of the program January 
8th was devoted to a sales clinic in which 
all of the firm’s salesmen participated. 
During these discussions with Robert F. 
Barr, head of the company presiding, 
plans were laid for a well rounded sales 
program, backed up to the fullest by 
good merchandising and advertising for 
all of the lines carried by the company. 

During the latter part of the week, 
January 9, 10 and 11, retailers from the 
Southern states covered by the firm, 
converged on Valdosta to view the new 
lines which were on display at the hotel. 
For those three days the retail jewelers 
were entertained at group meetings and 
to each was presented the story of the 
Southern Wholesale Jewelers’ program. 
Retailers were well pleased with the 
merchandise shown, the company re- 
ports. 
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Will Demonstrate Engraving Machine 


A demonstration of the new Hermes 
portable engraving machine will be given 
at the Civic Auditorium in San Fran- 


cisco, February 9 to 13 and in Seattle. 


at the Olympic Hotel, February 23 to 27. 

This machine is widely used by the 
jewelry trade to personalize pens, pen- 
cils, compacts, etc., at high speed and 
low cost, and is so simple to operate 
that anyone can use it, with a few min- 
utes’ practice. 

Descriptive literature may be had 
from the manufacturer, New Hermes, 
Inc., 13-19 University Place, New York. 





Eberhard Faber Appointments 


At a dinner party given the Eber- 
hard Faber Pencil Company’s sales force 
by the officers of the company, on the 
occasion of their 97th annual confer- 
ence, Tuesday evening, Dec. 17, it was 


announced that Louis M. Brown had | 


been appointed vice president in charge 
of sales. 

It was also announced that John E. 
Love had been made secretary of the 
company. 
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K & K Compacts to Be Advertised 


A complete change in their 20-yea. 
old policy of merchandising has just 
been announced by Kotler & Kopit, 
Inc., manufacturers of compacts and 
cigarette cases. Present at the sales 
meeting where the new program was eg. 
tablished were: Leo Kopit, President; 
Max Kotler, Treasurer; Al Kotler, Mid- 


.western Sales Representative; George 


Kopit, New York City Sales Represen- 
tative; Irving Applebaum, representa- 
tive for Philadelphia, Baltimore, Wash- 
ington, New York State, and New Ep- 
gland; and Teddy Kane, West Coast 
Representative. 

The company has announced that 
henceforth their compacts will be na- 
tionally advertised under the trade 
mark, “K & K,” and known by the slo- 
gan: “for the world’s loveliest women,” 
A large-scale consumer campaign jn 
prestige fashion magazines will be in- 
augurated to make these trade-marks 
familiar to every American woman. The 
campaign will introduce the company’s 
new post-war collection, which, it is 
stated, embraces the most beautiful 
items in the firm’s history. 





Baden & Foss Back in the Trade 


After an absence of two years from 
the jewelry field Robert Baden and Al 
Foss have returned to this industry, and 
will, conduct the business under the 
name of Baden & Foss, Inc. 

As of January 7, 1947 they joined 





ROBERT BADEN 


AL FOSS 


with the members of Baden & Co., Inc, 
to form the new firm, which will main- 
tain factory and offices at the premises 
previously occupied by Baden & Co., L5l 
West 46th St., New York City. 

The new concern is engaged in the 
manufacture of gold rings for men and 
women. A sales staff will soon call on 
the trade with a complete selection of 
new and unusual numbers. Distribution 
will be exclusively through retail ac- 
counts. 

The names of Baden and Foss are 
well remembered and highly regarded 
in the industry. Their previous part- 
nership was of long standing and their 
many jewelry creations were recogized 
widely as achievements of exceptional 
value and originality. 





The American Art Alloys Co., Inc, 
manufacturers of golden-hued “Dirilyte” 
flatware, has changed its name to 
Dirilyte Co. of America, Inc. 
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I “Tncreased sales 

and ptofns 
have Come 

| as aresult” 





“As you know, our National Cash Registers 
give us accurate and dependable printed 
records which are instantly available, showing 
how much each clerk sells. This information 
has been a big help to us. Increased sales and 
profits have come as a result of the friendly 
rivalry which this information has created. 

‘‘We soon learned that the system gave us 
greater protection than any type of register we 
had ever used. Losses due to mistakes in 

>» : aa addition were eliminated. The entire amount 
on — om i ee of the purchase was added mechanically. 

: se ae By handing a cash register printed receipt to 
every customer, all money is forced into the 
cash drawer.” 

Let your local National representative show 
you how the right National Cash Register 
System will help you to keep track of federal 
and state taxes...enable you to record and 
control lay-away and installment plans more 
effectively ...speed service to customers... 
save money ...and keep better records in — 
your jewelry store. Or write to the National 
Cash Register Company, Dayton 9, Ohio. 
Offices in principal cities. 
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CASH REGISTERS - ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 


SEE THE NATIONAL CASH REGISTER FOR JEWELRY STORES 


This National Cash Register is designed for use in jewelry stores. 
It will enable you to know how your profit-building specialty 
items are selling. It records sales made in each of five departments 
and provides individual cash drawers and totals for each of four 
salespeople. It also shows a total of money paid out. In addition, 
the register prints a receipt, or certifies a sales-slip, on every 
transaction. Specially designed models for time-payments sales 
are available for stores using this plan. 
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Seven hundred and twenty-nine years 
of loyal service, divided among twenty- 
one employees, were given dramatic 
recognition by J. R. Wood & Sons, 
New York ring manufacturers, at the 
annual Christmas dinner party held in 
the Georgian Room of the Hotel Penn- 
sylvania on the night of December 30. 

Five of the employees alone accounted 
for 239 years, two of them having 
reached the half century mark, the ser- 
vice marks for the other three ranging 
from forty-five to forty-eight years. 

The award of 14-karat gold Omega 
wrist watches to each of these veterans 
was the highlight of an evening which 
included the singing of Christmas carols 
by the J. R. Wood Chorus, followed by 
dancing. Two hundred and fifty em- 
ployees enjoyed the festivities. 

W. Waters Schwab, president of the 
firm, who himself has a record of thirty- 
one years with J. R. Wood, acted as 
master of ceremonies and presented the 
awards. Rawson Wood, vice-president 





and director of the J. R. Wood Prod- 
ucts Corporation, who was out of town, 
sent his greetings. 

The honored service employees shown 
in the photo are; reading from left to 
right: 

Front row: Herman Diemer (50 
years), Helen Biffar (30 years), Frank 
Maher (50 years), Tene Williamson 
(27 years), Antony Molitor (28 years), 
Gertrude Maher (89 years). 

Second row: Charles Walker (48 
years), Nelson Biffar (45 years), H. 
Augusta Sulzer (43 years), W. Waters 
Schwab (81 years), James N. Nutt (34 
years), John Homeyer (30 years). 

Back row: Charles Carlson (26 
years), John J. Klecka (25 years), 
Ludwig Gernhardt (29 years), Adam 
Fullhardt (26 years), Emma Hand- 
werker (29 years), Fred Gropp (29 
years). 

Not shown in the photo are William 
J. O’Brien (46 years), Murray Max (28 
years) and Helen Dunn (26 years). 





Her Husband Will Be Pleased 





"My husband thanks Jacques Kreisler!"' said 
this lucky lady who had just received a fine 
set of cuff links, key chain and tie clasp from 
the Jacques Kreisler Mfg. Corp., North Ber- 
gen, N. J. John Reed King is the smiling 
master of ceremonies, and the program is 
Give & Take, heard daily at 10:00 A.M., 
EST, over a nationwide network of CBS sta- 
tions. Jacques Kreisler merchandise is also 
presented on two NBC shows—Honeymoon 
In New York at 9:00 A.M., EST, daily, and 
the Teen Timers at 11:00 A.M., Saturdays. 
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Coro Featured in Fashion Show 
Coro jewelry was featured for many 


purposes on the costumes shown at a: 


fashion accessories breakfast for out- 
of-town newspaper women in the Wal- 
dorf-Astoria hotel Jan. 9. 

A gold braclet was used as a ring 
through which to draw a scarf while a 
“duette” pin on a gold cuff bracelet left 
the wrist to separate into two clips. A 
row of jewel studded gold quill ear- 
rings served as button accents down the 
front of a dress, while larger clips also 
gay with colored stones ornamented hat 
bands. A series of plain gold slave 
bracelets accompanied a bicycling out- 
fit, while a stone-studded epaulet 
curved over the shoulder of a tailored 
suit. Among the other Coro pieces 
shown were the “wishing well” and 
“windmill” lapel pins (with a wheel 
that really spins), “concerto,” a rhine- 


stone drop necklace, a 3-way “cobra” 


necklace with detachable clip pendant, 
a waist-length string of gold beads, a 
gold belt of large, rectangular links, 
and several floral sprays. 











Hamilton Watch Gets Accolade 
In Fortune Magazine for January 


Unusually high tribute was paid to 
the Hamilton Watch Co. and its prod- 
ucts in one of the major feature articles 
in the January number of Fortune 
magazine. An eight-page story illys- 
trated with numerous photographs of 
Hamilton parts and processes stresseq 
the company’s rigid adherence to top 
quality and its refusal to try to increase 
sales volume by manufacturing to 
price. 

Especial credit was given to Hamil- 
ton’s achievement in the development 
and manufacture of American chronom- 
eters during the war. When the Navy 
and Merchant Marine were desperate 
for these essential timepieces, Hamilton 
stepped into the breach, says Fortune 
and by V-J Day had delivered some 30 
times the number of chronometers por- 
mally obtained from Switzerland; and 
while improving their quality had at the 
same time reduced the cost below the 
pre-war price of the Swiss instruments, 

Tribute is also paid to both the 
executive personnel of the company and 
to its workers and its labor relations, 
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Goldman Joins Wolleman 


ALLAN A. GOLDMAN 


Allan A. Goldman, who saw several 
years’ service as a technical sergeant 
in the Philippines during the war, has 
joined the sales staff of Leo Wolleman, 
Inc.. New York, precious and _ semi- 
precious stone dealers. 

Mr. Goldman, who before entering 
the armed forces was with S. Nathan 
& Co., New York, will serve dealers in 
the metropolitan New York area. 





Flex-Let Test Dramatizes 
Resistance to Corrosion 


As Flex-Let salesmen visit their cus- 
tomers this month each man is carry- 
ing with him a bottle of concentrated 
cyanide acid and a pocketful of men’s 
and women’s Flex-Let expansion watch 
bands. 

As the jeweler watches, the men im- 
merse a band in the acid demonstrating 
that no reaction occurs, and that Flex- 
Let bands are completely non-cor- 
rosive. 

This complete resistance to corrosion 
is a recent development of Flex-Let 
manufacture, due in part to the use 
of metals heretofore not available. 

Resisting such a test as described, it 
is obvious that the bands are not af- 
fected by salt water or body acids—and 
therefore, because of their non-corrosive 
construction, now give longer service 
and require fewer repairs. 
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The Jewelry Store with EYE-APPEAL —inside and ovi— 





draws more customers boosts profits 


INCREASE THE POPULARITY @ Successful merchants know that a modern front 


is like a magnet—it attracts passers-by . . . draws 
them inside. And that a smart interior arrangement 


OF YOUR STORE helps to increase sales. That means a steadier flow 


of customers, increased profits. The magic secret! 
It isn’t magic and there’s no secret: [hese mer- 

BY MODERNIZING — NOW! chants simply recognized the value of modernizing 
their stores with Pittsburgh Glass and Pittco Store 
Front Metal and did something about it. 


You, too, can increase the popularity of your 
jewelry store—make more money—by following the 
example of these progressive merchants. Why not 
look into the idea of remodeling your store now— 
inside and out—with Pittsburgh Glass and Pittco 
Store Front Metal? Your architect knows all about 
the advantages of these products. Be sure to discuss 
your problems with him. That will assure you a 
well-planned, economical design. We'll be glad to 
cooperate with you and with him. In fact, if you 

laa Se eae want them, you can arrange for convenient terms 
i | through the Pittsburgh Time Payment Plan. 


While you’re thinking about it, send for your free 
copy of our recently published bocllet, which gives 
you valuable information and scores of interesting 
illustrations of Pittsburgh Glass and Pittco Store 
Front Metal installations. The coupon below is for 
your convenience. : 

















BEFORE 


s 


MORE CUSTOMERS are at- 
tracted — you make greater 
profit—when you modernize 
your store with Pittsburgh 
Glass and Pittco Store Front 
Metal. Here is an example of 
what was done with a jewelry 
store in Omaha, Neb. Architect: 
George B. Prinz. 
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AFTER 


Pittsburgh Plate Glass Company 


W LA 2060-7 Grant Building, Pittsburgh 19, Pa. 
Without obligation on my part, please send me a FREE copy of your 
7 illustrated brochure, ‘“‘How Eye-Appeal—Inside and Out—Increases 
| 





STO 4 & + RO * TS Retail Sales.” 
AND INTERIORS 
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Eberhard Faber Adds io Line, 
Broadening Price Range 


Several new models have been added 
to the Eberhard Faber line of ball point 
pens, considerably broadening the com- 
pany’s price field. All of the new 
models employ the same Laszlo Biro 
principle of capillary action as_ the 
original Faber ball point, and the re- 








Top: The new No. 4 model is made through- 
out of “Inconel” a platinum-tone, non pre- 
cious metal. Bottom: Model No. 3 is the 
same as the standard No. | model, except 
that the cap is "Inconel" instead of gold- 
filled. Both models are exempt from tax. 


cently developed fade-proof ink which 
is claimed to excel government standards 
for permanency by more than 200 per 
cent. 

Three of the new numbers announced 
by Eberhard Faber Pencil Co. are: 
Model No. 4 which has a retractable 
ball-point, requires no cap, and is fin- 
ished throughout in “Inconel” (a plat- 
inum-tone, satin-finish metal alloy, said 
to be tarnish and corrosion-proof and 
hard enough to be engraved like a 
precious metal). It is priced to retail 
at $12.50, and is tax free, since it con- 
tains no precious metals. 

Model No. 3, which is similar to the 
Eberhard Faber standard No. 1 pen 
with its distinctive shaped cap and trim 
of exclusive design—the principal differ- 
ence being that the cap and trim of the 
No. 3 Model is made of “Inconel.” This 
pen will retail at $8.75, and is also tax 
free. 

There will also be a No. 7 model, 
which is to retail at $6.95, and is like- 
wise exempt from tax. This number 
will come in an assortment of colors, 
will be handsomely embellished with 
metal trim and concentric rings. It, too, 
will hold the standard Eberhard Faber 
ink cartridge refill. 





New Salesmen for Pierce Watch Co. 


Two new sales representatives have 
been added to the Pierce Watch Co., 
Inc., New York. E. J. Robinson will 
represent Pierce in the Southwest mak- 
ing his headquarters in Dallas, and Jack 
Epstein, with offices in Los Angeles, 
will cover the West Coast. Both men 
are well known to the jewelry trade in 
their respective territories and come to 
Pierce with a thorough knowledge and 
sympathetic understanding of the prob- 
lems facing the retail jeweler. 





Baltimore Agency Moves 


I. A. Goldman & Co., Baltimore ad- 
vertising agency for U. S. Jewelry Co. 
and Max Kohner, have moved their 
offices to 7 St. Paul St., where they 
occupy the entire eighth floor. 
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Keepsake's Spring Ad Campaign 
to Be Biggest in Firm's History 


A greatly expanded program of mag- 
azine advertising and a newspaper 
schedule totaling 600 insertions in the 
leading dailies of America’s 150 largest 
cities, will highlight the forthcoming 
advertising campaign for “Keepsake” 
diamond rings, this being the 16th con- 
secutive year that the company has 
carried on a national program of con- 
sumer advertising. 

Full details of the program, which 
will be the largest in Keepsake history 
will be announced to the firm’s repre- 
sentatives at a series of sales meetings 
the week of Feb. 24. 

The use of 150 newspapers is an in- 
crease of 50 over the number employed 
in last spring’s campaign, and 14 lead- 
ing mass-circulation magazines, includ- 
ing Life will carry the Keepsake sched- 
ule, mostly in full pages, with several in 
full color. 

The national advertising will be 
geared to the local jewelry store by a 
complete assortment of dealer helps in- 
cluding newspaper mats, radio record- 
ings, window displays, folders, neon 
window signs and illuminated counter 
signs, a new etiquette book, gift ring 
boxes, 24-sheet posters, bus cards and 
movie trailers. 

Robert A. Pond, Keepsake’s presi- 
dent, and John B. Flack, head of the 
company’s advertising agency, assisted 
by other Keepsake executives, will con- 
duct a meeting of the eastern sales 
representatives in the home city of Syra- 
cuse on February 24-25, and one for 
representatives from the Mid-West and 
West on February 27-28, in Chicago. 
Immediately after the meetings the 
salesmen will start out on their regular 
spring trips. 

Platinum ring mountings will be avail- 
able in the regular Keepsake line this 
spring for the first time since the war. 
Several new styles will be featured. 





Wagner Now Laguna Sales Mgr. 


A. L. WAGNER 





Royal Craftsmen, Inc., 36 West 32nd 
St., New York City, makers of national- 
ly-advertised Laguna simulated pearls, 
announce the appointment of A. L. 
Wagner as sales manager. Mr. Wagner 


brings to Laguna a wealth of experi- - 


ence in the jewelry field, having been 
associated for ten years with Joseph H. 
Meyer Bros. prior to which he had his 
own silverware business, A. L. Wagner 
Mfg. Co. 





Longines Sends Its Jewelers 


Record Album As Christmas Gift 





Carrying through a precedent jinay- 
gurated during the Christmas holidays 
of 1941, Longines-Wittnauer Watch (Co. 
again has sent to each of their retajj 
jewelers as a Christmas remembrance, 
an album of records with selections of 
the “World’s Most Honored Music,” as 
played by The Longines Symphonette. 

This latest one in the series, album 
No. 5, entitled “An Evening at Carnegie 
Hall,” commemorates the first public ap- 
pearance of The Symphonette, which was 
arranged for the members and guests of 
the American National Retail Jewelers 
Association at their annual convention. 

The illustration shows the album’s 
cover with a view of The Longines 
Symphonette and part of the capacity 
audience of jewelers and guests at Car- 
negie Hall. 

Mishel Piastro, famed violinist, con- 
ducts The Longines Symphonette, which 
is heard over 150 stations from coast 
to coast. 
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Ad Helps for WatchMaster Owners 


An augmented promotional campaign, 
featuring dealer advertising helps for 
the jeweler, will be made available to 
WatchMaster owners during 1947, it is 
announced by American Time Products, 
Inc. 

The campaign will include a series of 
newspaper advertising mats, direct mail 
pieces, blotters, stuffers and other ad- 
vertising helps, plus two entirely new 
features. These include “WatchMaster 
Publicity Kits,” which will be sent to 
WatchMaster owners upon request, and 
a new series of professionally trans- 
scribed one-minute radio spot advertis- 
ing messages for use on local stations. 

The publicity kits will contain all ma- 
terial necessary for an effective pub- 
licity campaign for the local jeweler, 
while the spot radio transcription fea- 
tured 50-second dramatizations by pro- 
fessional radio actors and _ actresses 
stressing the need of a watch that keeps 
good time. The 50-second timing of the 
playlets leaves a 10-second interval dur- 
ing which the dealer’s local radio an- 
nouncer can put in his own advertising 
“plug.” 
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New Lasko Rep. in Far West 


Si Abeloff has been appointed far- 
western representative for Lasko Strap 
Company, New York, manufacturers 
of “Neet” watch straps. Mr. Abeloff will 
call on wholesalers in the territory west 
of Denver, and will operate the Lasko 
Company’s Pacific Coast office at 815 
West 5th Street, Los Angeles, Cal. 
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KASTENHUBER & LEHRFELD 


Metals of Guaranteed Purity 











GOLD « SILVER * PLATINUM ¢ PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM ¢ OSMIUM 


><. We solicit your Sweeps... 


Filings—Scrap Gold and 
Platinum—Metals. 


= 
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Your Old Gold shipments will receive 


special attention 


* 


21 WEST 46th STREET NEW YORK 
Telephone « BRyant 9-1060 
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The Crosscurve never 
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"THE OLD RELIABLE” 
WESGO PLATING OUTFITS -— surpueo 


WHOLESALERS 
You can't go 'Wrong" on the time-tested Wesgos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WATCH-MOTOR MAINSPRING CO., Inc. 
WESTERN GOLD & PLATINUM WORKS || |. MOTOR MAINSPRING CO. nc 


589 Bryant Street e San Francisco 7, Calif. 
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Kant Becomes a Hamilton V.P. 


Rudolph M. (Rudy) Kant was elected 
vice-president of the Hamilton Watch 
Company, in charge of Public Rela- 
tions at a meeting of the Hamilton 


RUDOLPH M. KANT 





Board of Directors held in Lancaster, 
Pa., on December 31, 1946. 

Mr. Kant started his career at the 
Hamilton Watch Company in 1916 as 
errand boy. Later he worked in the 
Finishing Department of the factory, 
becoming thoroughly proficient at the 
bench. He was transferred to the Sales 
Department in 1925, and traveled as 
salesman for the company until he was 
brought back to the home office in 1930 
as assistant Sales Manager. In 1934 
he was promoted to Sales Manager, 
which position he has ably held since. 

During the war years, Mr. Kant 
served in an advisory capacity with the 
War Production Board, in addition to 
supervising many of the contracts for 
important war-timing instruments as- 
siged to the Hamilton Watch Company. 





Thorens Lighters Now Fair-Traded 


Effective January 2, 1947, Thorens 
lighters are registered under the Fair 
Trade laws of all states having such 
statutes, it has been announced by 
Rexon, Inc., 295 Fifth Ave., Néw York, 
general distributors for Thorens in the 
United States. 

This action, said Jacques Schwalbe, 
Rexon’s president, is in line with his 
company’s desire to protect the profits 
of wholesalers and retailers who sell 
the Thorens lighters. 
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'47 May Prove Greatest Year 
For Silverware, Says E. C. Stevens 
Unless unexpected conditions arise to 


interfere with. production plans, the 
silverware industry in 1947 should ex- 
perience the greatest year in its history, 
according to K. C. Stevens, president of 
International Silver Co. 

“Today’s production,’ stated Mr. 
Stevens, “is surpassing that of our best 
peacetime years and it is our hope to 
better even these figures during the com- 
ing year. 

“However, there is no assurance that 
production during 1947 will catch up 
with the large backlog of sterling and 
plated silver orders built up during the 
war years. We may be well into 1948 
before this happens.” 

Internationa) Silver Co., Mr. Stevens 
announced, will continue to hold the 
price line on all three of its nationally 
advertised brands, as long as possible, 
despite drastic increases in material and 
labor costs. 

Many special events are planned by 


International Silver Co. for the Cen- 
tennial Anniversary of 1847 Rogers 
Brothers. 





New Wakmann Guarantee Is Clear 


A clear and unqualified guarantee is 
now being given with each Wakmann 
watch, the company announces. There 
are no qualifying conditions and the 
guarantee is printed in such clear and 
unmistakable terms that no question can 
possibly arise as to the _ protection 
afforded the consumer. 

Attached to each watch is a blue and 
silver tag on which are printed simply 
the words, “This watch is fully guaran- 
teed against any defect or damage for a 
period of one year from the date of 
purchase.” If any watch should de- 
velop any trouble within that time, it 
will be repaired or replaced by Wak- 
mann with no charge to either dealer 
or consumer. 

The new Wakmann line comprises 65 
different lines including a wide range 
of prices and styles for every taste and 
every pocketbook and is being promoted 
by an aggressive national consumer ad- 
vertising campaign. 





EDWIN FREED ORGANIZATION CELEBRATES 





iat 4 fhe 





LEBEL 





The smiling gent with the dark suit in the center of the front row in the photograph! 


above is Edwin Freed, the well known display expert, surrounded by members of his 
organization at a party which Mr. Freed threw for them recently at Reuben's Restaurant. 
“The party was not to mark any particular occasion," says Mr. Freed—we had just 
completed a good year, our people had worked hard and faithfully to accomplish it and 
| just felt like throwing a party for them to show my appreciation. So | did." 
Artists, designers, decorators, advertising and research workers and all of the office help 
joined in to make the occasion a success and all of them had a swell time. 
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Wolfsheim & Sachs, Inc., Elects 
Jesse J. Mautner As President 


By arrangement with the estate of 
the late Sylvan Wolfsheim, all of th 
estate’s stock in Wolfsheim & Sachs 
has been retired and all stock of issue 
is now owned by Jesse J. Mautner, for. 
merly executive vice president and gen- 
eral sales manager of the firm. With this 


JESSE MAUTNER 





acquisition of complete control, Mr, 
Mautner has been elevated to the presi- 
dency of this well known New York and 
Buffalo jewelry box and display house. 

Mr. Mautner joined the firm 18 years 
ago in a sales capacity. He was ap- 
pointed sales manager and director in 
1934 and in 1944 on the death of his 
father, the late Samuel Mautner who 
was a principal owner, he was elected 
executive vice president, a _ position 
which he held until his election to the 
presidency on January 1, 1947. 

The firm of Wolfsheim & Sachs, Inc., 
was founded in 1888. The elder Mautner 
joined the firm in 1905 and under his 
able sales direction, it swiftly and stead- 
ily established itself as a leader in the 
manufacture of quality boxes, window 
platforms, showcase trays and _ other 
displays. 

When questioned as to his plans, Mr. 
Jesse Mautner said, “It is my inten- 
tion to continue the cardinal policy of 
the firm, which is to make a quality 
product. The jeweler needs fine boxes 
and displays to help sell his merchan- 
dise. We shall continue to strive to 
provide the ultimate in sales-stimulat- 
ing displays and boxes. The improved 
material situation and the betterment 
of our manpower status, occasioned by 
the return of many skilled workers, will 
be apparent in a step up of deliveries 
in the near future. “New and provoca- 
tive boxes and displays are being read- 
ied,” said Mr. Mautner, “and in the 
near future jewelers can expect an an- 
nouncement of extreme interest.” 





Axel Bros. Open New Factory 


On December 23, Columbia Diamond 
Rings, a division of Axel Bros., held a 
festive double event luncheon and dance 
at their new and spacious plant located 
at 21-10 49th Ave., Long Island City. 


The combined Christmas party and 
official housewarming was attended by 
a goodly number of notables in the 
jewelry trade, as well as a representa- 
tive attendance of the press. 

Axel Brothers’ streamlined, modern 
plant impressed everyone present by its 
size, its complete and modern equipment, 
and its scientific innovations. This new 
plant, says the company, is but another 
step in Axel Brothers’ impressive ex- 
pansion program. 


THE JFWELERS’ CIRCULAR-KEYSTONE 











PAUL LINN 


WATCH CRYSTAL FITTINGS 
Leading in Quality, Dependability and Servicell 
(It pays to do business with a long-established) 


(and highly-rated firm........... csiiawinee ian 
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DIAL REFINISHING — 4 Day Service! 


% We are now ready to serve you with the SILBERT + 
% METHOD of Hairspring Vibrating! 
Flats—$2.00 Breguets—$3.00 











We carry a Complete Line of Sandsteel Mainsprings for Swiss 
& American watches—$3.00 per Dozen 





| Cabinet with 72 most popular models 
Genuine Swiss Staffs for Bulova Watches—$22.50 





We feature the L. |. C. Staff Assortment No. 46 consisting of 
| Gross of staffs for the full Swiss line—$30.00 










Genuine G. S. Flexo Crystals—Round & Fancy 
COMPLETE LINE—$1.00 per dozen 


p AU | LI NN 5 SOUTH WABASH AVENUE 


Established since 1922 CHICAGO 3, ILLINOIS 
Jobber of Watch Materials and Jewelers’ Supplies 


NATIONAL 
AIRLINES 


ROUTE OF THE BUCCANEERS 























HELP YOURSELF TO EASIER EARRING SALES 


with Fatherfach EAR WIRES 


Nationally Advertised 


REYNOLDS FOR _ 


the revolutionary new 


idea in ear wires 

Eliminating pain, pinch and 
ear lobe pressure, ‘‘Feather 
Touch’? ear wires are earring 
loss insurance because they just 
can’t fall off. ‘‘Feather Touch’”’ 
ear wires add greater sales ap- 
peal to your earring line yet are 
inexpensively priced. 

‘Feather Touch’’ ear wires 
are available in rivet, button 


JEWELERS MACHINERY 
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dali ak We o CLOSED Pesrrers . POLISHING ee 
*T. M. _ HEAD 
Dia Elite, “Greene Pas 0 : Crated ames PRESSES 
, N.Y. $ ‘ 
RA-CE TOOL AND METAL STAMPING CO. | 97.50 bongs 325.00 
91 Green St., New York 12, N. Y., Dept. K ne , at: , F.0.B. PROY. 
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/ Quality WATCH OIL > 








4 FOR FOR SLIDE RESTS 
~ FOR OVER A CEN TUR Y he POWER DRILL (Bosworth Type) 
\ PRESSES PRESSES 


WILLIAM F- 
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oo” . Ai ae Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY! All 
7 ome : SS 1 a machinery shown above available for IMMEDIATE DELIVERY FROM STOCK! 


REYNOLDS MACHINERY CO. 


303 EDDY STREET + PROVIDENCE, R. I. 








Finest Precision Oils Since 1844 
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Connecticut Mfrs. Assn. Elects 
Edward Ingraham President 


EDWARD INGRAHAM 





Edward Ingraham, President of The 
E. Ingraham Company, Bristol, Conn., 
was elected President of the Manufac- 
turers Association of Connecticut at the 
annual meeting of the Board of Direc- 
tors on December 10, 1946. 

The E. Ingraham Company, founded 
in 1831, are world famous’ manufac- 
turers of clocks, watches and timing de- 
vices and Edward Ingraham, its Presi- 
dent, has long been prominent in local 
and national industrial affairs. 

The Ingraham Company is adding to 
its production a new consumer-adver- 
tised line of clocks and watches which 
will be available early in 1947 under the 
“Sentinel” trade mark. 





Ronson House in London Opens 


Alexander Harris, president of Ron- 
son Art Metal Works, Inc., has re- 
cently returned from a trip abroad 
where he participated in the official 
opening of Ronson House, the lighter 
firm’s new premises in London, England. 
Situated in the Strand, opposite the 
famed Savoy Hotel, the handsome struc- 
ture embraces the offices, showrooms and 
service department of Ronson Products, 
Ltd., British subsidiary of the Newark 
company. 

The attractively appointed building 
was thronged with representatives of the 
trade and press as Mr. Harris formally 
handed over the key of the new premises 
to J. E. Liddiatt, managing director 
of the English affiliate, concluding his 
brief address with the hope that when 
in the future, Americans in increasing 
numbers go to England on peaceful mis- 
sions, they may be able to say when they 
see Ronson House—that it “looks like 
home !” 

Mr. Liddiatt stated that Ronson’s sev- 
eral plants on the British Isles will 
produce a consistently increased output 
for both home market and export pur- 
poses. 





Druckman Joins Advanced Ring Mfrs. 


Advanced Ring Mfrs., 145 West 45th 
Street, New York, has added to its 
staff Major Arthur R. Druckman who 
has recently returned to civilian life 
after 5% years of military service. 
Mr. Druckman, a former staff officer 
in the European Theater, currently is 
assisting in the preparation of Advanced 
Ring’s 1947 line of ensemble sets and 
mountings. 

Mr. Druckman served in London, 
Paris, Berlin and Washington, and re- 
tains his major’s commission in the 
Army Staff and Administrative Reserve 
Corps. 
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Start a Business Library, Urges 
Paulson; Offers First Book Free 


Watchmakers and jewelers are urged 
by Henry Paulson & Co., to increase 
their knowledge both of the technicali- 
ties of horology, and the practicalities 
of watch repair work by starting a 
library of books on those subjects. 

As an aid in starting such libraries, 
the Paulson firm offers to donate the 
first book, “Construction, Maintenance 
and Repairing of Air Craft Instru- 
ments,” by J. A. Gordon. Though only 
32 pages in size, the book is generously 
illustrated and presents in simple words 
much helpful information on the sub- 
ject of aircraft instruments. A line to 
Henry Paulson & Co., 37 S. Wabash 
Ave., Chicago 3, Ill. will bring a copy 
entirely free of charge. 

As a further aid in building the 
library, Paulson offers an 8-page cata- 
log listing a carefully selected assort- 
ment of the most modern, and best 
known books on horology, watch and 
clock repairing, plating, engraving, 
metal working, gems and jewelry—in 
fact, practically all branches of the 
jeweler’s trade. This catalog also is 
free for the asking. 





Grana Offers New Display Plaque 





Grana Watch Corporation of America 
is now offering jewelers a striking new 
display plaque to tie in with the com- 
pany’s current advertising campaign 
now running in several of the “class” 
magazines. The quality appeal is stressed 
as the dominant theme throughout all 
of the advertising. 

The plaque, 7% by 9% inches, pic- 
tures two clasped hands etched in white 
on a black background with a Grana 
watch on each wrist. The Grana name 
is prominently displayed across the top 
of the panel, which has an easel back, 
and a washable plastic face. 





Ravdin Joins Sarkin Sales Force 


David Sarkin, Inc., 93 Nassau St., 
New York, announces the appointment 


of Myron Ravdin to cover the entire 


states of Pennsylvania and Virginia. For 
the past several years, Mr. Ravdin has 
represented David Sarkin, Inc., in Phila- 
delphia, Baltimore and Washington. 





Everlast Opens Showroom 
in Chicago Merchandise Mart 





To keep pace with the huge expansion 
of its Mid-West business, the Everlast 
Metal Products Corp. of New York, has 
opened a new Chicago showroom in the 
Merchandise Mart. Dan Weston who 
has been with the Everlast organization 
for many years, will be the manager in 
charge. 

The new showroom will be officially 
introduced to the trade in a series of 
‘house-warmings” to be held at the 
showroom every evening during the en- 
tire week of the Chicago Gift Markets 
beginning February 3, announces Jack 
B. Orenstein, Everlast’s general sales 
manager. 





Pioneer Celebrates 30th Year 


Marking its 30th anniversary, the 
Pioneer Watch Case Co. tendered a din- 
ner to its employees and friends at Turn 
Hall Restaurant in Mount Vernon, N, 
Y., on Saturday, Dec. 21. More than 
250 people participated in the festivi- 
ties of the occasion. 

Eighteen employees who had been with 
the Pioneer organization for ten years 
or more were honored with gifts of fine 
gold watches. As a testimonial to the 
company, the Pioneer employees pre- 
sented the firm with a silver plated 
plaque in commemoration of the 380th 
anniversary. 





Merley Joins Aisenstein Staff 


Peter W. Merley, recently returned 
from service in the Army, has been ap- 
pointed to the selling staff of Louis 
Aisenstein & Bros., Inc.’s Chicago office 
at 29 East Madison St., Chicago 2, 
Illinois. 

Prior to his war service, Mr. Merley 
was connected with Paul H. Samuels, 
Inc., and with Robert Kaiser Co., both 
of Chicago, in a similar capacity. 

While on duty he participated in the 
Southwest Pacific campaign seeing ac- 
tion in New Guinea, the Dutch East In- 
dies, the Philippines and finally, Japan. 





Braun-Crystal Employees 
Have Christmas Party 


Over two hundred employees of the 
Braun-Crystal Mfg. Co. were feted the 
day before Christmas at a party ten- 
dered by the company. Held at Neider- 
stien’s Restaurant in Middle Village, 
New York, the occasion was marked by 
distribution of bonuses and gifts to 
every employee. 

In short talks Messrs. William Braun, 
Samuel Braun, and Max Crystal thanked 
all for the cooperation and assistance 
which made 1946 a banner year. 
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FACE THE FACTS 


Ir seems practically certain, as we go to press, that 
the 20 per cent excise tax will be continued for an inden 
nite period. 

Of course it’s disappointing that the original pro- 
posal, which was to reduce the rate immediately, was 
turned down; but there may be some consolation in the 
fact that the certainty of an unchanged rate may lead 
many people to feel that if they’re going to buy at all, 
they may as well buy now, since they can’t be sure when 
or whether the tax will be lowered. 

Several jewelers to whom we’ve talked recently tell 
us that although their sales fell below last year’s level 
during the early part of January, business has picked 
up again since the announcement that Congress has 
decided to make no change in any of the excise taxes. 

However, that doesn’t mean that we can expect a 
return to the lush times of the past few years when 
goods were selling faster than they could be replaced 
on dealers’ shelves. 

We may as well face the facts. The heydays of the 
seller’s market when anything and everything would 
move with no effort on the seller’s part, are definitely 
over. From here on it will be a lot keener competition, 
with the business going to the alert merchant, who is 
discriminating in his buying, enterprising in his ‘promo- 
tion and merchandising, and upright in his dealings with 
his customers. 

For the jeweler who follows those principles there 
should be an entirely satisfactory business in 1947— 
witness the experience of the jewelers mentioned above. 
But it will be no year for the incompetent, the lazy, or 
the indifferent. 


IS THIS FAIR TRADE? 


Tue EFForT by legitimate retailers to combat the 
inroads of the industrial catalog houses has received a 
stab in the back from an unexpected source. 

The Federal Trade Commission has issued a formal 
complaint (Docket No. 5324) against 13 retailer asso- 
ciations, claiming, among other things, that concerted 
effort by those associations and their members to per- 
suade large employers to discontinue the practice of 
allowing their employees to use the company’s purchasing 
facilities for buying consumer goods, constitutes a com- 
bination and conspiracy in restraint of trade, and is an 
unfair method of competition. 

No mention is made of the unfairness of the competi- 
tion by the catalog houses, or the misrepresentation that 
they practice with their claims of “get it for you whole- 
sale,” or the hoodwinking of the consumer with fictitious 
and inflated “list prices,” in order to to show an alleged 
“saving to the customer. 
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The Federal Trade Commission itself, a few 
ago, found it necessary to lay down a code of rules to 
prevent some of the more flagrant abuses of the catalog 
houses, yet now we have the spectacle of the FTG, 
turning around and apparently upholding them. | 

Is the Federal Trade Commission, which is supposed | 
to uphold honest trade practices and fair competition 
now going to battle for the parasite and the chiseler? — 

We are informed that a hearing on the complaint wil], 
be held in the very near future. The outcome will be 
something of vital importance to every legitimate retaj]” 
merchant. ’ 


FREE ENTERPRISE AT ITS BEST 


WE HEAR A LOT these days about the need for aid ay 
encouragement of small business, 

But usually the discussion centers around assistance” 
of some sort from the government, and government assig- | 
tance or subsidies usually go hand in hand with govern 
ment interference and regulation, or at best, are only . 
step ahead of them. 

The best aid to small business is the aid business can 
give itself on its own initiative and responsibility wi Y 
no strings or conditions attached, and free from outside 
authority or interference. q 

The jewelry industry, which is an industry of sms 1 
businesses, may consider itself fortunate that it already 
has under way such a program of self-help. We refer 
to the activities of the Jewelry Industry Council, through 
whose efforts the jewelry industry can literally lift its 
by its own boot straps without calling on any one el 
for aid. 4 

More than 3,000 manufacturers, importers, whole 
salers and retailers have already joined in this effort 
and have either contributed or pledged their cooperatiag 1 
and their financial support to carry on the work. If s 
of the others will join with them and each contrib 
his modest share, the jewelry industry can go ahead t 
an era of greater and sounder prospefsty than ever. 

Here is a perfect example of free enterprise at it 
best—free men with a common interest working toe 
for their common good, asking no favors and owing 00 
subservience to anyone. : 

Every business man pays at least lip service to ne 
principle of free enterprise. Here’s a chance to practice: 
it. Have you sent in your pledge? | 


Fret I. (Oe 


Editor 
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